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did like boys. ee 7 ~ udl Ing ervice FDA C Washington Women 
j | cooperates 
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| casional customer finding a copy of | F | ocarTions New York, Feb. 21.—Reversing ; 
Click in the grocery basket. ° ° the procedure followed recently Washington, D. C., Feb. 21.—The 
Finnish read New York, Feb. 21.—The trend| when numerous toothpaste cartons | Women’s and general civic organiza- 
vy toward the development of more] were seized in a drive to eliminate | ons of Washington are currently 
Vie Mau of lethemm G%TRA |precise advertising knowledge was| misleading packages in the drug being given an intensive dose of 
3. C. Heacock says somebody— | offers you~Synoda”.. the BIG accented here today by the disclo-| field, the Food and Drug Adminis-|“COnsumer education” under the 
© gf y LOAI ‘ i j ati ats on a aeons : ..| direction of the American Associa- 
you know who—has upset the far-| bread of the hardy, cours sure that certified circulation data | tration this week moved to cooper- | ». . : 
mer-industry balance by getting geous Finns. This bread 1s is about to be made available for ate with the food industry in a tion of University Women and the 
wages too high. But the farmers| ‘*): ‘ust! dark. thor 90 per cent of all the outdoor adver- | study of all factors involved in the Department of Labor. 
still seem to like the product of that) °"#" “""?'"* ( ~N tising locations in the United States. | use of alleged misleading packages.| _ At the National Museum run by 
fellow—you know who. Wi j ‘ The development has been brought The immediate result of the FDA ‘he Smithsonian Institution, the 
. Finnish Bread ~ 13¢ |about as the result of a greatly | action was a meeting held here yes- | 
-/.s Speode Ath for i Todoy’ \|e@xpanded program of activity for | terday at which food and machinery 
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| Bed ‘thew a ‘ ‘lima oe icine | ae eieieetees |cccision by the Outdoor Advertising consult on the subject with W. G. 
sway, ag se p ligt tes fe eee of Weer Association of America to make|Campbell, FDA chief. 5 
ee SS EE regular auditing a requirement for| It was revealed at the meeting | 
They can get some orders if they’ll t ing 
make the ads required reading Hathaway Bakeries, Inc., has begun a | all members. : ; | that the FDA recognizes the exist- . , 
20 a ‘ | new newspaper campaign featuring Fin- Since its establishment in 1933) ence of a legitimate problem, and | in prizes 
nish bread—with one cent of the pur- the Traffic Audit Bureau has gradu- | has therefore refrained from taking 
. = chase price of each loaf going for Fin- | ally increased the scope of its work | action against any company. It for the best prog s for 
‘ ae . nish relief. Glaser-Gottschaldt, Inc. | until last year it audited 162,000|was also claimed by manufacturers Improving Relationships 
_Kellogg says place e re spor Boston, is the agency. of the country’s 270,000 24-sheet| present that many packages are not Deter Adverti 
a ees aides, ae ies ‘aeaime poster panels, or approximately 60| completely filled when opened be- ee are 
the erelecien — ‘ - ‘ - _ per cent. The new expansion will| cause of a chemical reaction or a and Consumers 
of a. com By A ane & fa en bring the total of audited locations | settling of the contents. It was 
and - yee let you have the prod- to 243,000, representing 100 per cent| contended that the public is pro- 
Uct GHEE PERSS. of the plants operated by members | tected as long as the label contains 
. Double as Models of the association and 90 per cent|a statement of original quantity. See Story on Page 6 
v0 of all locations. An operating agvee- - 
ities, he nl sa + ment already exists between the Higher Prices Predicted 
arry Varley says advertising : , ; 
mustard for foot-baths won’t help | f ' Traffic Audit Bureau and the Poster}; Those present claimed that any 
its status with steak consumers. But an n erviewees ae ae of (Canada, covering all | extensive change in packaging could | University Women are putting on a 
fortunately few people try both So comeneen ath eee ee ae | ne, accompanied otily st greatly | washington civic exhibit oslied 
uses at the same time. New York, Feb. 21.—Agency men ee Se ee cost, with the result that “Tomorrow's Citizen,’ which will 
: : = minion. consumer prices probably would | 
lare usually unsung heroes of the : : run for the rest of this month. The 
9 i - . have to be raised. The viewpoint), - ; 
"= | advertising world whose creative Stevens New President | wae expressed that the FDA might biggest single drawing card on the 
~_ work is associated with their name eee Ne ete erg i sac ‘ci -|program has been that labeled 
Mr. Varley would certainly not| only by their bosses. clients. com- Coincidental with the news of the | not consider packaging revision of | “Cons 1 Problems.” With a good 
approve of the recently announced | jetitors and ersonel erienda But | TAB expansion came the announce- sufficient importance to warrant CORNET SUN aan tad y 
plan of Seminole to make the same P gor “ie ment that Henry Stevens, vice-| higher consumer prices. | send-off by the First —"s peuthioe i 
nome eere % sn ean ‘ such is not the case at Young &| Wralte ; Members of the committee se-| “My Day” column of Feb. 7, nearly 
paper serve both as facial and toilet Rubicam. which has been using the | President of J. Walter Thompson ; 
tissues. . f its “vu a dead bg ‘ '|Company, has been elected presi- | lected are: Robert C. Wilson, Asso-|a thousand housewives, school 
vvwy SS ee coe el ae the "as . spre-|ciated Grocery Manufacturers of | children, and just plain citizens 
ated by the agency as a means of dent of the bureau for 1940, repre : 
pe idi 4 th t bl a : : . ity senting the American Association |America; Ole Salthe, consultant;| have been milling around the con- 
George Tilton says the big job of af elton anding | poses nied ~ Y | of Advertising Agencies, with Albert Ray M. Schmitz, General Foods| sumer booth each day, being edu- 
advertising is to restore confidence |°* ©! -* ae © atten so ~ te Brown, advertising manager of Best | Sales Company; George R. Webber, | cated on the fine points of what the 
in America, All that’s necessary is ee ye p< sate lige se Foods, Inc. representing the|Standard Brands, Inc.; Charles G.| government and the consumer pres- 
to duplicate public confidence in the | T® sare — = . Association of National Advertisers | Fegan, Good Luck Food Company: sure groups want for Mr. and Mrs. 
world’s greatest 15 - cent bottled 1S Cus o i aces hale ites te — on the TAB board, as vice-presi- | J. E. Knox, Knox Gelatine Com- Consumer. 
beer. Fe ges headlined ar 7 ody or | dent. Kerwin Fulton, president,|pany; H. J. Runyon, Fred Goat) As an eye-opener the curious are 
vv? | Ernest D Button Jr” Mr Button | Outdoor Advertising, Inc., who has | Company; J. = aa no told, through the medium of a 
: ae " ery as -retarv-treasure | Corporation; ‘ar ». Schaeffer, | gaming ~d circular poster, that 
eateeans Wan rst ac- | hi ns to be chief art buyer at served as_ secretary-treasurer of | 4 — aming rec ar_ poster, 
Page a ieee oo. ee A A 1 A Bo ised of | TAB since its inception, has been | Stokes & Smith Company; F red N.|«Today’s Consumers Live in Blun- 
sumer crane hers, 6 is “a subtle other agency employes’ names have |Te-elected. Price Gilbert, vice-| Dillon, Jr., Brown Bag Filling Ma-| gerland,” and the exhibits proceed 
Bree ; SP - a a gens dg president in charge of advertising,| chine Company; P. H. Davis, Enzo | to tell why. Finally after a bewil- 
combination of truth and wish ful-| been used on other occasions and Jel C P ‘ and R. H. MacD : si : 
fillment.” If that’s alle f ther clients Coca-Cola Company, has _ been |¥vé ompany, and Kh. . MacVon- | dering tour among cans and prices 
I . at’s really so, the |for other clients. ; eee ll. Gre: Atlantic & Pacific Te: “ 
consumer problem is licked designated by the Association of | nell, Great Atlantic acine 1€a)of 11 different brands of tomato 
. : : Handsome Faces Count (Continued on Page 26) | Company. juice in 20 different containers with 
J 
; 13 different net contents, bottled 
7 = F John B. Rosebrook, associate copy white mineral oil, aspirin tablets, 
' , director, has served as a model for Lt aan ane h paste. bread 
Smooth Imra nude to continue seins 4s ; : L M N Fl] h gasoline prices, tooth paste, bre ad, 
rosie athe * reports ADVER- Frankfort Distilleries, Inc., in Four ast inute ews asnes canned peas, eggs, beef, cosmetics 
TISING AGE. If she uses Imra de- Roses copy. Other agency employes | L * and a blue denim shirt, Mr. and 
pilatery. you just know she’s with handsome faces are pressed Don Thomas Leaves arkin Company \Mrs. Consumer are led up to the 
smooth. . en Oe Se eee one Buffalo, Feb. 23.—Donald A. Thomas, for many years secretary-| crowning point in the display, a 
ee 2 the case of both Mr. Button and Mr treasurer of the Advertising Affiliation, has resigned from the Larkin five-point program for which they 
Rosebrook, their names suggested | Company to devote all of his time to the Affiliation’s forthcoming con-| are urged to plug lustily. 
Maiden Form offers a brassiere |the products which they promoted.| vention in Buffalo 
provides both “outlift” and|Although the Arrow shirt copy did | Solving All Problems 
‘uplift.” ‘The further these people | eae off 2 neve ee Chae | Humphrey to Get Pepperell Account July l | Under the caption ‘Tomorrow's 
- ¢ more ashamed old Mother one & ae seveigee Aovogpie onl Boston, Feb. 23.—Allyn B. McIntire, vice-president, Pepperell] Mfg. | Consumers Can Live In Orderland,” 
ature becomes. ees . tn y Paectiges: Meese —- | Company, today announced appointment of H. B. Humphrey Company,|the consume ire told that such 
’ jteuaclica ; — | Boston, as its advertising agency. The change takes effect July 1 l|order can come, “IF 
vie ° . “They learn to buy wisely; 
rcorge Washington's _ birthday | DIRECTORY OF FEATURES Young & Rubicam for American Can ; “They demand informative label- 
celebrated last week by every- | ; | New York, Feb. 23. American Can Company has appointed Young | jing and advertising; 
Sedy, particularly the promoters of | Ad-libbing 12) & Rubicam to handle advertising for all products except beer cans, ad- “They buy by quality grades; 
N nal Cherry Week. | Basic Business Index 26 | vertising for which is handled by Roth, Schenker & Bernhard, Chicago “They insist on aids from govern- 
| Edit al 12 | First copy to be rele ased will appear in April business papers, cove ring | ment; 
- we | itorials oil and coffee containers and specialties “They pool their purchases.” 
ae ab Getting Personal | All along this confusing way from 5 
ane: he Republican Moses is to lead | Information for Advertisers 12 Johnson Expands Package for Consumer Bonus |“Blunderland” to “Orderland” the a 
~ aw, Out of the wilderness and Obituaries 27 Racine, Wis., Feb. 23.—S. C. Johnson & Son, Inc., will announce a | consumer is kept at a fever pitch ; 
te he promised land, he recom- ‘consumer dividend” in the Eastern run of The American Weekly and!by enlarged reproductions of 10 
ler that the presidential ticket | Photographic Review 29 


in the New York News Sunday. The bonus is paid with cans holding 
one-third more than the regular amount of Johnson’s wax, believed to 
be a first in the annals of merchandising 


; spicy cartoons by Hungerford from 
of Taft and Dewey. the book “When You Buy,” by 


Trillv. Everhard and Nichols and 
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ADVERTISING AGE 


February 26, 1949 


published by J. B. Lippincott Com- 
pany. 

In the principal dig at advertising, 
a Hungerford piece points up the 
dilemma of Mr. and Mrs. Consumer | 


Working Conditions; Gevetainent | 
Aids: Standardization of Sizes; In-|! 
formative Advertising. 

All along the rows of exhibits are | 


. | 
reminders to the consumers of the} 


| 


tion of a hairy fist clenched around | 


a bunch of dollar bills captioned 

“More Power to Your Dollar.” 
Only one exhibit—that featuring 

tomato juice—waxes specific in its 


trying to buy intelligently from na- | government agencies now working| discussions of prices and sizes. In 


tional advertising. Titled “The Buy- 
ing Babes Are Taken for a Ride,” 


Mr. and Mrs. John Public are pic- | You,” say signs over the Consumers | different 


tured as being given a swift ride 
in a car labeled “High Powered | 


Advertising” down a road blotted | 
right and left with blaring ads. Mi 

Consumer is complaining that “we 

can’t see the Scenery because of the | 
beautiful advertising.” 


Brands Get Siapped 


Another cartoon plugging the| 
cause of standardization of con- 
sumer goods depicts the same couple | 
bouncing over “The Rocky Road of 
Uncertainty” in a broken-down 
hack labeled “Brand Labeling.” 
Only relief from the bouncing is a 
smooth road in the distance marked 
“Standardization.” 

Still a third Hungerford objet 
dart shows “The Buying Babes” 
being carefully directed out of the 
forest of tangled values by a series 
of signs blazed on the trees, all 
pointing in the general direction “To 
the Best Values.” Those signs are: 
Quality Grades; Informative Labels; 
Consumer Representation in Gov- 


ernment; Labels Guaranteeing Fair 


for their interests. “These Govern- | 


ment Consumer Agencies Work for | 


Counsel of the AAA; Consumers 
Counsel of the Department of the 
Interior; Food and Drug Adminis- 
tration; Bureau of Home Economics 
of the Department of Agriculture; | 
Bureau of Labor Statistics of the | 
Labor Department; the Federal 
Trade Commission, and the D. C. 
Bureau of Weights and Measures. 


Champions Appointed 


Local “consumer groups” adver- 
tised as champions of the buyer are 
the American Association of Uni- 
versity Women; District Home Eco- 
nomics Association; D. C. Coopera- 
tive League; Voteless League of 
Women Voters; Consumers Milk 
Committee of the D. C.; Consumers 
Conference Against High Prices and 
Profiteering; Washington League of 
Women Shoppers. 

Donald Montgomery, AAA Con- 
sumers Counsel, hasn’t much to say 
in this blood-stirring exhibit. Gen- 
erally the lead-off man in activities 
of this kind, the AAA consumer 


chief sent only a six-foot reproduc- 


this exhibit 11 different brands in 
20 different containers holding 13 
amounts, are displayed 
under glass, with an overhead card 
asking bluntly: 

“Can you choose which gives the 
most and best for your money?” 
Then the point is made with refer- 
ence to the variety of sizes, prices 
and brands “to confuse the buyer.” 

Included in the display are tomato 
juice containers of T. J. Ritter; 
Libby, McNeill & Libby; Del Monte; 
Crosse & Blackwell; Aunt Nellie’s; 
College Inn; Welch; Heinz; Beech- 
Nut and Stokes. All bear price labels 
taken from one typical Washington 
store, the prices ranging from 7 cents 
for 14 fluid ounces of Beech-Nut to 
39 cents for three quarts of Libby’s. 

For the other exhibits no brand 
names are mentioned with the ex- 
ception of early June peas which 
are listed as “Boris,” 2 for 25c; 
“S & W” at 23c; “Clark” at 20c; 
“Proclamation” at 2 for 17c and 
“Orange & Black” at 15c. All are 
supposed to represent the same net 
content. 

An aspirin exhibit shows three 
bottles of 100 tablets. One is priced 


COMES THE SPRING 'T 
Kansas. 


ILAW and with it 


moisture 


fields will not be all that’s thawing this spring in Kansas. 


be thawing 


292.421 radio homes in the KI 


Then when vou 
well, you can 


B Sales Resistance Melts In Kansas! 


for the wheat fields in 


Moisture here means money to spend for what you have to sell. So frozen 


amily purses, too, will 


purses that are consistently $248.00 fuller than the average American 
fanuly purse will be even larger this vear. 
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figure that there are over 


readily understand why 


more and more smart advertisers are put- 
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ting in their orders now. 


Put in your call 


now to Edward Petry & Co. for more 
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GOOD FOR THE GOOSE beveoge in North Carolina where in, 


tions advertise gas by three grades: 


; | “Premium”—the highest; “Regular” 
DOUBLE-ME OW BEST OF ALL |—the middle grade, and “Motor” 
— : — a | the lowest. 
TOW) Ga 17Z fm | Government and state grading for 
. : , | eggs is illustrated in another ex. 
| hibit, showing the seals which } 
ers should look for. 


Shows Meat Grading 


Punchiest exhibit of government 
grading deals with the Departmen; 
of Agriculture’s meat grading. 
Under glass is part of a side of bees 
over which is laid the cudgel} , 
ernment inspectors use to sta; p 
“Prime,” “Choice,” “Good,” “Cor 


GRIESEDIECK BROS. BEER 
Wins Over Other Leading Brands! mercial,” and “Utility” on meat 
products. 
= Ss The Food and Drug Administr 


tion has a modest exhibition, my, 
the same as that which is on 
daily in its own museum. Severa] 
exhibits of “before and after the 
passage of the 1938 Pure Food anq 
Drug Act,” showing large cart 
of cosmetics with small contents. 
the chief attractions. 
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N. Y. Advertising Club 
to Mark 35th Birthday 


If ‘‘double-mellow” is good for a ciga- The 35th birthday of the Adver- 
rette, it's also good for beer, this news- | tising Club of New York will be 
paper copy for Griesedick Bros. seems | celebrated throughout March with 

to indicate. a series of special luncheons, din- 
ners and other activities at the 
clubhouse, Park avenue and 35th 
street. Leading organizations are 
planning to pay tribute to officers 
and members of the club and open 
house will be held for all New York 


at 7 cents, the second at 39 cents, 
and the third at 59 cents. No brand 
names are mentioned, but the story 
told to visitors by the attendant at 
\this exhibit is to the effect that|puysiness men. 

| there should be no such difference| A luncheon table in a restaurant 
in price because there is only one|on lower Fifth avenue, New York. 
formula for aspirin. was the scene of the club’s founding 
}on March 27, 1905. 


Gasoline Prices Questioned 


Two bottles of white mineral oil 
merely have an accompanying sign 
that the quart bottle sells for 57 
cents while the pint bottle sells for 
| 59 cents. 

An exhibit of gasoline prices re- 
| ports that the weights and measures 


| department of the District has found 


there are quality misrepresentations Hall Joins Filmack 

| made in 27 per cent of all the gaso- D ai Sh ilien mine = 

| line sold to D. C. motorists. Then|.. were Soe Soe recently ae 
Rigi sie ‘ A signed from Ross Federal Research 

the punch line: D. C. lacks quality | Corporation, New York, has joined 

standards.” Another gas_ exhibit| FiJmack Trailer Company, Chicago, 

illustrates the grade labeling re-|as director of sales and advertising. 


Renews Agency Link 

After a year’s lapse, Moser & 
Cotins, Inc., New York and Utica, 
has again been appointed by West 
End Brewing Company, Utica. 
Newspapers, radio and posters will 
be used. 


By gg “aati San 


95 BUSINESS REPLIES IN 17 DAys 
from = os t+ es * ke ee Cl 
3-INCH ADVERTISEMENT 


eA HE Photo Record Corporation 
(electric copying machines), 111 Liberty Street, New York, ran 
a 3-inch advertisement on page 48 of January, 1940 Dun’s Review. 
The magazine was mailed on January g. First copies reached 
subscribers on January 10. By the morning of January 27 th 
Photo Record Corporation had received 95 replies, divided as 
follows: 


Presidents y) 5 4 3 ui 
Owners, Partners ? I i 5 
Vice-Presidents 5 I I 2 
Treasurers . , 
| Secretaries 4 I , 
Asst. Sec. & Treas. I 2 
General Managers 2 
All Others, etc. 21 8 2 15 7 
Totals 45 17 x 17 . 


15 of these replies were on post cards. The remainder we! 
the letterheads of the companies indicated with the may 
signed by titled officers as noted. 


The companies represent a wide range from seedsmen to 
facturers of fishing tackle and heavy machinery, banks, insu! 
companies, etc. 


Inquiries were evenly distributed throughout industria! 
with 30 States represented. 


Although more unusual returns have been reported, no p! 
case provided full opportunity to examine and check the 
evidence. For further information, circulation breakd 
rates, etc., address Dun’s Review, 290 Broadway, New » 
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John Burlinson, a director of Sheffield 


Farms Company, New York, who has 
been appointed advertising manager of 
the company. 


Written Opinion 


stances of abuse, the fault is not in 
the method but rather in those who 
may for the moment utilized 


nave 


| it unwisely.” 


Opinions expressed in this and 


other monographs of the commit- | 


tee’s staff do not indicate either 
approval or disapproval by the com- 
mittee itself. The Committee’s final 
conclusions will be based on “con- 
sideration of the staff monographs, 
the record of its oral examination 
of the administrative officers, and 
statements made to it in public 
| hearings or in writing.” 

| It is believed, however, 
release of this and similar reports 
|may have the effect of slowing up 
;action on the Walter-Logan bill 
lnow before Congress, which would 
| provide for more thorough judicial 
review of all administrative agen- 


that | 


cies of the government. Several 
members of Congress have already 
| indicated their desire to await com- 
| pletion of these studies before 
taking action on the 


bill. 
Two Promoted 
Frank J. Prendergast has been 
jmade local advertising manager, 
and James H. Kennedy, national 


j}advertising manager of the St. Louis 

Star-Times. Mr. Prendergast for- 
jmerly was national advertising 
manager and Mr. Kennedy handled 
|national food advertising. 


Morgan Adds Pierce 


Raymond R. Morgan Company, 
Hollywood, has announced the 
appointment of Sam Pierce, for- 


merly with KHJ, as radio director 
lof the agency. 


Glass Works Issues 
New Price Schedule 


Corning Glass Works, Corning, 
N. Y., has issued a new, revised 


| price list, effective March 1, to con- 
form to the fair trade acts which 
have been enacted in 44 states. This 
supersedes a previous list. 

The announcement warns all re- 
tail dealers that “advertising, offer- 
ing for sale, or selling Pyrex Brand 
ware in these states at less than the 
stipulated prices is illegal.” 


“Moon-Journal” Suspends 


Suspension of the Moon-Journal, 
| Battle Creek, Mich., has been an- 
|nounced, its goodwill, subscription 
list, franchise and physical property 
j|being acquired by the Enquirer- 
News, the other evening newspaper 
in Battle Creek 


Stephano Bros. Tests 
State Cigaret Tax 


Stephano Brothers, manufacturer 
of Marvel cigarettes, a 10-cent 
brand, has challenged the validity 
|}of Pennsylvania’s two-cents-a-pack 
j}tax on cigarettes, which has been 
ithe source of $10,000,000 revenue to 
ithe state. The suit will be based 
lon the fact that the law was passed 
|}as an emergency measure for relief 
| purposes 

Commonwealth attorneys say 
that if the state loses it is possible 
that all the money collected on the 
}tax may have to be refunded. 


— Gets “Index” 

Charles A. Pope, New York, has 
been appointed to represent the 
Pittsburgh Bulletin Index the 
|New York area, 


in 


“Whenever I read NEWSWEEK. | 
get an urge to go vacationing. Seems 
like just about every swell holiday 


“Most of ’em are, Al. The Media De- 


spot is advertised in NEWSWEEK.” partment tells me NEWSWEEK was 
third among all magazines in Travel 
advertising during 1939, and hung up 
a 50% travel linage gain over 1938. 


That magazine is sure going places!"’"* 


Should Clarify 
FIC Rulings 


Attorney General's 
Committee Suggests 
Improvements 


Washington, Feb. 23.—Criticism 
of Federal Trade Commission pro- 
cedure made by the Attorney 
General’s Committee on Adminis- 
trative Procedure in a monograph 
on the FTC just released as one of 
a series of such studies being made 


1S 


of federal administrative agencies. 
Among other things the mono- 
graph on the FTC suggests that | 


decisions of the commission should | 


be accompanied by written opinions 
so that “a jurisprudence of unfair 
competitive practices’ could be 
built up which would be of aid to 
business and to the courts. 

“Not only,” says the monograph, 


“should the commission seek to 
develop a body of precedent based 
on its holdings that conduct has 
been improper, but also it should 


formulate, for their precedent value, 
those decisions which are ‘adverse 
complaint.’ ” 


Other Changes Asked 
The study indicates further that 
i¢@ commissioners give personal 
to routine matters which 
ight better be left to members of 
taff, that the powers of trial 
xaminers are too limited, that pro- 
ceedings are delayed by interlocu- 
tory appeals from trial examiners’ 
that intermediate 
do not sufficiently give the tentative 


to the 


ttention 


? 
ruiings, 


ttitude of the commission, and 
it trial examiners ought not to 
repare findings of fact. 
“No valid reason appears,” the 
tudy continues, “for not furnish- 
the trial examiner with sub- 
s signed by the commission in 
The trial examiner’s re- 
ton the facts, it is recommended 
ild involve an analysis of the 
nponent parts of the case, so that 


ao 
e 


dings may be made on each issue 
vhich has relevance to the ultimate 
clusion. Consideration should 
ven the question whether there 


ould not be added to the inter- 


liate report a responsible indica- 
of the commission’s tentative 
tude toward the case.” 


Commends “Cease” Orders 


reports | 


* And going places in every major classification! Further: 
1939’s impressive increases are continuing in 1940! January marks the nineteenth 


monograph puts in a good ; ° . 

4 for aieniiaans iat Cee sabi consecutive month of gains for NEWSWEEK. Why? NEWSWEEK’s average family 

t” questioned practices. “Whil income is $4,851, and 88.9% of its families are in business, executive and professional 

onal error or overzealousness categories . #7 ° . Now it’s NEWSWEEK! 
nherent in all legal processes 
iding the disposition of matters 
he Federal Trade Commission, 
t still apparent that a systema- 
{1 method for settling certain 
by stipulation and without 


formal 


proceedings has everything 
commend it: if in fact (which 
do not assert) there are in- 
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Trade Commission 
Hits Packer's Soap, 
Odo-Ro-No, Wathen 


Washington, D. C., Feb. 20.—An 
effective advertising appeal went 
into the discard this week as Pack- 
er’s Tar Soap, Inc., New York, 
admitted its inability to prove some 
of the statements made in its adver- 
tising and signed a_ stipulation 
agreeing to desist from their use. 
Packer was merely one of a num- 
ber of companies which came into 
conflict with the FTC, others being 
the Odo-Ro-No Company, New 
York; John A. Wathen Distillery 
Company, Louisville; Sears, Roe- 
buck & Co., Chicago, and two asso- 
ciations which, by way of variety, 


restraint of trade. 

Packer’s Tar Soap agreed to cease 
representing, in connection with the 
sale of its Scalptone, that all dan- 


any other organism; that Scalptone, 
used either alone or in combination 
with any other product, will eradi- 
cate, prevent, cure, or rid the scalp 


were charged with combinations in| 


druff is due, or usually due, to an | 
infection with pityrosporon ovale or | 


ADVERTISING AGE 


of dandruff permanently, arrest 
falling of hair or increase its 
growth, except when limited to 


such results as may be achieved by 
its action in cleaning the scalp and 
stimulating circulation of the hair 
follicles; that experts generally are 
of the opinion that baldness is due 
to wetting of the hair; that dandruff 

generally the cause of baldness, 
or that any organism is recognized 
as “the dandruff germ.” 

Odo-Ro-No agreed to desist from 
too positive representations and to 
eliminate from its copy such words 
as “insure,” “stop,” “instantly” and 
“always.” 

Others Are Cited 


The John A. Wathen Distillery 
Company was charged with capital- 
izing on the reputations of other 
Wathens who are noted in the dis- 
tillery business. The FTC alleges 
that John A. Wathen, from whom 
the corporation acquired its name, 
was never a distiller nor engaged 


in the distilling business with any | 
|member of the Wathen family. 
Sears, Roebuck & Co. is charged | 


with advertising that Crusader tires 
were being sold at a discount of 
30 to 35 per cent, when the actual 
saving was only about 10 per cent. 
The 25 per cent trade-in allowance 
is a standard feature, the FTC con- 
jtended. It also charged the com- 
|pany with advertising All-State 


tires for sale at half price when 
actually the buyer had to buy one 
tire at full price in order to get 
the other at a discount. 

The Cup and Container Institute, 
New York, and the Rochester Build- 
Supply Association are the 
organizations charged by the Com- 
mission with conspiring in restraint 
of trade. 


ers 


Revised Edition of 
Hotchkiss Book Issued 


“An Outline of Advertising,” 
|textbook first published by Mac- 
|millan Company in 1933, has been 
jissued in a revised edition. The 
|author is George Burton Hotchkiss, 
professor of marketing at New York 


University. 

The new edition differs from the 
old in that several chapters have 
|been completely rewritten and 
| brought up to date. New chapters 
have also been added on _ trade- 
marks, packages, production and 
testing. 

Jarvis Names Snow 

Jarvis & Jarvis, Inc., Palmer, 

|Mass., manufacturer of casters, 


wheels and trucks for institutional 
and industrial use, has appointed 
Cory Snow, Inc., Boston, to handle 
its advertising. Trade 
mail advertising will be supple- 
mented with exhibition space ad- 
vertising for hospital and institu- 
tional conventions. 


and direct | 
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Man-In-The-Know: 


Crystal Gazer: 


Man-In-The-Know: 


Crystal Gazer: 


I see three Washington 


Throw Away Your Crystal Ball ! 


Radio Stations 


announcing power increases in the next 


six months. 


You've been peeking 
everyone knows that. 


again, Swami; 


| see one station out in front in daytime 


coverage, listeners and low cost. 
for further details, consult a competent 


engineer. 


We’ vedone that, Swami. 
away your crystal ball. 
neers. 

. say that WRC will 


Youcan throw 
. the engi- 


.men who know radio best 


continue with 


the largest daytime coverage, 


* WRC maintains lowest cost per listener 


: Managed and Operated by VERIETY 
7 SHOWMANSHIP 
3 THE NATIONAL BROADCASTING CO. onrlien 
F 950 ke.... ‘First in Washington’’ “imag 


Represented Nationally by é 


*s and reaches 


4na r iess money. 


* RADIO CENTER 


TRANS-LUX BUILDING 


SPOT Sales Offices 


NEW YORK CLEVELAND | 
CHICAGO DETROIT 

SAN FRANCISCO HOLLYWOOD) 
BOSTON PITTSBURGH 


WASHINGTON, D. C. 


INSPIRATIONAL START FOR CERTAIN-TEED 
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| First insertion in the new Certain-teed story, relying principally on institutional, Ly 
inspirational copy, was this full-page newspaper advertisement. Oo 
re 

| . . saga of an American Father.” He b 
nstitutiona opy made money with ease in the ’20’s, lé 

‘ 


for Certain-feed 
Features Big Drive 


Largest Effort in Decade 
Employs Strong Emo- 


and acquired a home with three I 
mortgages which he “never both- u 
ered to pay off,” lost everything, } 
including his home, but has since I 


tional Appeal 


New York, Feb. 20.—A new effort 
to stimulate the entire home build- 
ing industry was begun here today 
when Certain-teed Products Cor- 
poration began its most extensive 
advertising drive in the past decade. 
Strongly institutional in nature, the 
campaign will employ an emotional 
appeal built around the slogan, 
'“Look Homeward, America.” 

The drive began today with the 
| appearance of the first copy in one 
farm paper and one New York 
| newspaper. Subsequent full-page 
j insertions will appear in five other 


|magazines and 10 newspapers in 
|cities in which Certain-teed has 
branch offices. Initial newspaper 


copy will be timed to appear in each | 
city on the day of a dealer meeting | 


lat which campaign plans will be 


revealed, 
Reprints to Public Officials 
Today’s meeting here was ad- 
dressed by C. E. Stedman, general 
sales manager, with the assistance 
of J. M. Huggett, advertising man- 


dent of Fuller & Smith & Ross, the 
agency handling the account. 

Mr. Stedman explained that “hu- 
man interest” copy would appear in 
American Home, Better Homes & 
Gardens, Farm Journal & Farmer's 
Wife, The Saturday Evening Post, 
Successful Farming, and Sunset. 
About a dozen building papers are 
j}also on the schedule. 


Buying on Instalment Plan 

Mr. Stedman outlined a compre- 
| hensive merchandising program de- 
|} signed to enable Certain-teed rep- 
| resentatives to cash in on the na- 
tional advertising. Among other 
|things, reprints of the opening 
insertion are being mailed to Presi- 
|dent Roosevelt, every member of 
Congress, all state governors and 
| mayors of every city with a popula- 
tion of over 10,000. Dealers, con- 
| tractors and architects will be the 
| recipients of a concentrated barrage 
of mail pieces 


The opening insertion relates “the 


ager, and C. P. Pelham, vice-presi- | 


bought a new one which he is pay- fl 
ing for on the instalment plan. Thus, a 
he has found “a new kind of happi- 
ness.” A 
Using Picture Sequence Ct 
e) 
The top half of the layout is a 
devoted to a reproduction of an a 
original painting of a home by Dale b 
| Nichols. Readers are offered full u 
| color copies of the picture for 25 W 
;cents. The same copy is to be used Oo" 
|}in both newspapers and magazines. ti 
| Subsequent insertions in the cam- ol 
paign will be less institutional than Ce 
| the first. Using the picture sequence te 
|technique, human interest stories hi 
| demonstrating the need of a new b 
home or improvements on the old in 
|one will make up the balance of the DP! 
promotion. Magazine copy will offer 
a booklet, “Certain-teed Ways to 
|Make Your Home Stay Young,” 
; Which will contain three human in- th 
| terest stories written informally. fc 
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Publishers + 
to the 


Building Industry | © 


Building is too big a market * 
be served by a single busin: 
paper. Only a group of editor 
pooling their knowledge 


of 


tacts, understanding 


point-of-sale, application 


manufacturing divisions ; a 
build such an effective unit ~ 
is represented by te 


INDUSTRIAL PUBLICATIONS, INC. 


59 E. VAN BUREN STREET, CHICAGO 
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Cause of Seals 


and Advertising 
Pleaded by Davis 


General Mills Chief's, 
Consumer Talk Goes on 
Networks 


New York, Feb. 21.—Taking up 
the challenge thrown down by 
crities of advertising who have 
mercilessly condemned the legiti- 
macy of seals of approval as mer- 
chandising tools, Donald Davis, 
president of General Mills, this 
week employed the first consumer 
conference sponsored by the Adver- 
tising Women of New York as a 
sounding board to enunciate his 
views on enlightened business man- 
agement, government regulation and 
consumer demands. His address, 
delivered to more than 1,000 women 
in the grand ballroom of the Hotel 
Pennsylvania, was carried to the 
nation at large over the NBC Blue 
network and the Mutual Broadcast- 
ing System. 

Although Mr. Davis confined his | 
specific remarks to the certifica- 
tion activities of the American 
Medical Association’s committee on 
foods, his discussion was regarded 
by advertising observers here as 
offering a framework for a broader 
refutation of the abuse sponsored 
by anti-advertising spokesmen. The 
fact that Mr. Davis, in addition to 
his position as a top-flight corpora- | 
tion executive, is also an expert in 
publie relations as well as a keen 
participant in General Mills’ far- | 
flung advertising activities, lent 
added significance to the address. 

Praising the “courage” of the 
AMA in undertaking to analyze and 
certify food products, Mr. Davis 
emphasized the fact that both the 
awarding of the seal of approval 
and the enlistment of this service 
by food advertisers are purely vol- 
untary acts. Another point upon 
which he dwelled—one frequently 
overlooked by critics—was that cer- 
tification by qualified experts is not 
only an act of protection for the 
consumer but an element of comfort 
to management as well. The latter, 
he indicated, also has a stake in 
being assured that statements used 
in the sale of its products are com- 
pletely factual. 


Welcome Expert Opinion 


In passing, Mr. Davis remarked 
that the views and approval of the 
foremost nutritional experts in the 
United States are welcomed by 
business, despite the fact that “our | 
advertising departments and agen-| 
cies have sometimes chafed under 
the restrictions and unavoidable 
delays in obtaining the seal of 
approval of the American Medical 
Association for product and product 
advertising.” 


Turning to government regula- 
tion, Mr. Davis asserted that the 
Wheeler-Lea act “as now admin- 


istered by the Federal Trade Com- 
ission, has made a start and will 
£0 further in the elimination of 
leading and dishonest advertis- 
g.’ Food manufacturers and dis- 
utors “should have no _ hesi- 
ney in supporting legislation that 
require factual description of 
products sold or regulations of 
the truthfulness of the advertising 
Claims made for such products,” he 


ided 


xtending a hand of welcome to 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re- 
‘aiulers who sell seed and other horticultural 
4nc agricultural items to 41,000,000 farmer 
2nc suburbanite customers. 

ae will gladly give you an analysis of this 
ed as it applies to your business. 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. Chicago, Ill. | 


the rising tide of consumer activity, 


Mr. Davis said that business men 
should consider it a privilege to be 
brought closer to the buyers of their 
products, but he warned that con- 
sumer welfare must “be premised 
upon intelligent study motivated by 
a desire for public service and not 
for political aggrandizement.” 

The consumer’s fundamental in- 
terest lies in an analysis of “per 
unit value of products in an effort 
to translate this into the terms of 
an individual home,” he said. 

“We must not lose sight of the 
fact that there are two values in 
practically every consumable arti- 
cle. The economic value, which is 
of major importance, but also the 
satisfaction value, which oftentimes 
is more important still. You wish 


to be able to buy with confidence, 
with satisfaction that the product 
which you are obtaining fully meets 
ithe specifications which have been 
| presented to you from one source 
or another as an urge for the pur- 
|chase and use of that product. 
| Someone has most cleverly and 
| aptly created the term ‘buymanship’ 
as opposite to esmanship. Such 
‘buymanship,’ if properly executed, 
must have in its conception not only 
jfundamental economic values but 
satisfaction values as well. It is in 
the realm of both values that busi- 
ness enterprise, operating under the 
|individual profit incentive, can de- 
|liver most honestly and effectively 
| to the consumer, every cent of his 
money’s worth.” 

| Product research 


came in. for 


further analysis by Mary I. Barber, 
Kellogg Company, who emphasized 
the voluntary nature of this activity. 
She also took up the challenge of 
many critics of advertising who 
assert that business is not in a posi- 
tion to furnish unbiased, factual in- 
formation either directly to con- 
sumers or through the medium of 
education. 

With specific reference to the 
latter she revealed that the Ameri- 
can Home Economics Association, 
recognizing the value of commercial 
literature prepared for school use, 
has formulated a check list to test 


1. Content: 
ter accurate, 


Is the subject mat- 
free from half-truths 


the suitability of such material. | 
The following points are consid- 
| ered: 


and exaggerated statements? Is it 
backed by laboratory and 
recognized references? Name of 
firm? 
2 


tests 


Timeliness of Subject Matter: 
Does it furnish most recent infor- 
mation; date of publication; does 
it add information to that available 
in books”? 

3. Method of Presentation: Is it 
factual, well organized, clear, at- 
tractive, easy to read, sight saving? 

4. Subject Matter Unbiased: Is 
there a clear-cut educational pur- 
pose’? 


Holeproof Names Stylist 

Holeproof Hosiery Company, Mil- 
waukee, has named Catharine Si- 
monson as stylist of its Luxite divi- 
sion 


Why ignorance of the law is n 


It is a presumption of law, fundamental in our legal scheme 


of things, that everyone knows all the rules. 


On the face of it, of course, it is preposterous; but it dates 
back to a time when everyone did know the laws. They learned 
them because they were posted in the market place. 
Everyone saw the proclamations. 
knew the law because that simple, primitive, advertising me- 
There was something about the 
essentially public character of a posted proclamation that made 


went to market. 
dium was 100° effective. 


its contents known even to 


That same medium works today. 
(only we call it an advertisement today) in the market place 
and everyone is put on notice. 


changed, somewhat. 


“naborhood retail shopping center.” 
has turned into a lithographed display in full color. 


essence, the medium is still 


those who could not read. 


the same. 


is no excuse for not buying. 


And now let us look at another phase of this ancient and 
honored medium—its cost. In practically every business except 
advertising, mass production and modern methods have reduced 
In advertising, however, modern methods have increased 
In advertising, mass production was achieved when the 
first proclamation was seen by a mass of people; and every step 
toward privacy and selectivity has increased costs. 
printing method has ever made 80,000 impressions from a turn 
Yet in its month of posting, the average Criterion 
Eighty thousand circulation for 
Criterion Service 


costs. 
costs. 


of a press. 


Display is seen 80,000 times.* 
each sheet of paper that comes off the press! 
leases the walls, erects framed steel panels, posts the displays, 
and maintains them for 10€ per display per day. That means 
delivering a million circulation for $37.20. Where else can you 


buy anything like that? 


CRITERION SERVICE, New York, Chicago, Boston 


*Average monthly circulation per panel as per Daniel Starch Survey 
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Post your proclamation 


Times and conditions have 
The ancient market place is now the 
The royal proclamation 
But, in its 
It has lost nothing of its 
fundamentally “public” character—something that disappears 
in the private perusal of a magazine or newspaper. 


Everybody 
goes to market, everybody sees your advertising. 


Ignorance 


No modern 


O @xcuse 
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ADVERTISING AGE 


ah 
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February 26, 1949 


$1,000 Offered for 
Consumer Education Plan 


‘Advertising Ag e ‘ *| women in.any phase of advertising, 


Seeks Best Approach 
to Consumer Movement 
Problem | 


Chicago, Feb. 23 
the “consumer movement” and 
public skepticism of advertising 
constitute the major problem facing 
advertising and business during 
1940. ADVERTISING AGE will attempt 
to develop practical, workable ideas 
for bringing advertisers and con- 
sumers together by offering $1,000 
in cash prizes for the best programs 
for improving relationships between 
advertisers and consumers. 

The competition is open to every- 
one, in or out of the advertising 
field. It may be entered by indi- 
viduals, by two or three people 
working together, or by advertising 


Convinced that 


clubs or any other organized group 
which desires to make a group 
study of the subject. Educators, 


housewives, and just plain consum- 


ers may enter as well as men and 


publishing or busines 


$500 First Prize 


For the best plan submitted, in 
the opinion of an impartial jury to 
be announced later, ADVERTISING 
AGE will pay $500 in cash; for the 
plan judged second best, the award 
will be $250; for the plan considered 
third best, $150 will be given, and 
the fourth best plan will be awarded 
a $100 prize. 
There are no kind 


rules of any 


to follow, with the single exception | 


that all entries must be mailed or 
delivered to the Contest Secretary, 
ADVERTISING AGE, 100 E. Ohio street, 
Chicago, no later than midnight, 
May 31. 

Entries submitted may be of any 
length, size or shape; they may be 
submitted in the form of essays, 
outlines, graphs, charts, or any 
other form. They should be prac- 
tical and specific, but need not 
necessarily be completely detailed. 
Likewise, the judges will not penal- 


PONTIAC ADMANAGER 


W. J. Mougey, Pontiac Chicago zone 

manager, who has been appointed adver- 

tising manager, succeeding F. A. Berend, 

who has joined MacManus, John & 
Adams. 


or ideas already developed or in 
actual practice—the whole purpose 
of the competition is to crystallize 


ize plans which embody suggestions | thought to the point where a work- 


aa 
ape” 


a ——— 


R. W. McCarthy 
National Advertising Manager 


EE — 
IN DAILY CITY CARRIER 


The Post by 24% 
ond 


The Press by 46% 


AB <( 


First In Circulation and Advertising 
For Over a Quarter Century 


HE HOUSTON CHRONICLE 


for « 


The Branham Company 
National Representatives 


able, practical plan for bringing 


consumers and advertisers closer 
together can be evolved. 
This competition will take the 


place of the student essay contest 
conducted annually since 1936 by 
ADVERTISING AGE, in which cash 
prizes totalling the same amount 


| have been awarded each year for 


| 


| 


| 


| advertising 
| Brewer, 


| 


| 


| vertising 


essays on “How Advertising Bene- 
fits the Consumer.” 


Reasons for Change 


A pioneer in the effort to create 
a more favorable consumer con- 
sciousness toward 
ADVERTISING AGE this year decided 
to replace its well-established stu- 
dent essay contest with the compe- 
tition for plans for improving rela- 
tionships between advertisers and 


|consumers because it believes that 
| the consumer movement, although 


to a large extent centering around 
students and educators, has spread 
so widely and so vigorously that 
some workable plan for meeting it 
must be evolved on a broader basis 
than that of high schools and col- 
leges. 

While it is obviously impossible 
to make predictions, ADVERTISING 
AGE hopes that the contest an- 
nounced today will result in the 
presentation of a plan or plans 
which can and will be vigorously 
supported by advertising and busi- 
ness in general, so that Mark 
T'wain’s classic remark to the effect 
that everyone talks about. the 
weather, but no one does anything 
about it, will not apply to the ad- 
field and the consumer 
movement. 


Philco Fold-out Ad 
in Collier’s Makes 
Hit with Dealers 


Philadelphia, Feb. 21. 
Radio & Television Corporation’s 
four-page fold-out insert in the 
March 2 issue of Collier’s has met 
with an enthusiastic reception by 
distributors, the company reported 
today. All reprints and extra copies 
have been exhausted. 

The innovation was called to the 
attention of Collier’s readers by 
means of a small arrow on the edi- 
torial page preceding the advertise- 
ment which pointed out that this 
was the first spread of its kind to 
appear in a national magazine of 
large circulation. In referring to 
this notice last week it was erro- 
neously reported in these columns 
that the statement embodied in the 
arrow occupied a full page 


Phileo 


Two Papers Merged as 
“Modern Brewery Age” 


Conover-Mast Corporation, New 
York, has sold Modern Brewer to 
Brewery Age Publishing Company, 
Chicago. The two papers will be 
merged as Modern Brewery Age, 
effective with the March issue. 

Joseph Mehr, formerly national 
manager of Modern 
has joined the merged 
paper as vice-president. Allan E 
Beach, formerly managing editor of 
Modern Brewer, has assumed the 
same position on the new publica- 


tion. Both are making their head- 
quarters in New York for the pres- 
ent 


Berend Resigns Pontiac 


Post; Heads Agency Office 

F. A. Berend, advertising man- 
ager of the Pontiac Motor Division 
of General Motors Corporation for 
the past six years, has resigned his 
position, effective March 1, to take 
charge of the new West Coast office 
being opened in Los Angeles by 
MacManus, John & Adams, Inc. 

W. J. Mougey, who has been 
manager of Pontiac’s Chicago zone 
for several years, succeeds Mr Ber- 
end as advertising manager of 
Pontiac. 


Ivins Joins Ramsey 

Don A. Ivins, formerly 
ing 
Milk Company, 
join the L. 


advertis- 
manager of Horlick’s Malted 
Racine, Wis., will 


.* 
Repeal Margarine Tax 
The privilege license tax on mar- 
garine of $100 a year on wholesalers 
and $10 a year on retailers has been 


repealed in Mississippi 


advertising, | 


W. Ramsey Company, | 
| Chicago advertising agency. March 
| 1, as space buyer 


—— 


Negligence Held 
Essential in 
Radio Defamation 


New York, Feb. 21.—‘“L’affaire 
Jolson,” which finally ended in yic. 
|tory for the National Broadcasting 
| Company when the supreme court 
of Pennsylvania overruled a low; 
court decision holding the netwo, 
|liable for a defamatory statemen 
lad-libbed by Al Jolson, has led { 
|a new trend in the development 
law governing defamation in rad 
broadcasts. 

Stuart Sprague, New York lawys 
who specializes in radio, called ; 
tention to the trend in the latest 
Contemporary Law Pamphlet issu 
by the New York University Sch 
of Law. He pointed out that fiv: 
states, either by court or legislative 
action, have recognized broadcast- 
ing as a medium for which stan- 
dards for determination of libel and 
slander must differ from thos: 
applied to newspapers and ma 
zines. 


In Separate Class 


The decision in the Jolson « 
was called “an important mileston: 
in the harmonizing of law with sci- 
ence,’ because it holds “radio defa- 
mation to be a distinct new tort 
possessing some of the attributes 
both libel and slander but differing 
from each, with liability dependent 
upon negligence.” 

The high court of Pennsylvar 
ruled that NBC had not been negli- 
gent in connection with Jolson 
remark when interviewing golfer 
| Sam Parks to the effect that Parks 
|had worked for “a rotten hotel.” 
|Suit was brought by the hotel 
named. 
| States 
| statutes 
Florida, 


which now have special 
covering radio libel are 
Indiana, Iowa and Mon- 
tana. None has yet been subjected 
to a court test. The article also 
contains a resume of all pending 
radio defamation cases. Entitled 
“More Freedom of the Air,” the 
pamphlet sells for $1. 


Reinsch Succeeds 
Kay as WSB Manager 


J. L. Reinsch, for the past six 
years manager of radio station 
WHIO, Dayton, O., has been ap- 
pointed general manager of WSB, 
Atlanta, succeeding Lamdin Kay, 
who has been appointed to a newly- 
created post as director of public 
service. Mr. Kay has been with 
WSB, the Atlanta Journal station, 
since it started in 1922. 

James Le Gate has been moved 
from WIOD and the Miami News to 
the managership of WHIO, Dayton. 


Dave Brown has been appointed 
assistant manager and sales man- 
jager at WHIO. 


Wilding Adds Three 

J. H. Mayne, formerly sales pro- 
motion manager of Chrysler Cor- 
poration; R. T. McCloughry, for- 
merly with N. W. Ayer & Son, and 
Ad Riebling, formerly with Stations 
WJR and WMBC, Detroit, have 
joined the creative staff of Wilding 
Picture Productions, Inc., Detroit 


KAUFMANN & FABRY CO 


TELEPHONE + HARRISON 393° 
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= Topay... with a wind-driven 
= generator known as a “Win- 
charger. . . the blind force of 
the wind has been transformed 
into obedient electrical energy. 
For the wind’s power can now 
be stored up and used at man's 
convenience, in the quantities desired . . . for lighting 
a lamp or running small electrical appliances. 


WN 


Likewise, the tremendous advertising power of the great 
American newspapers has been made more flexible and more 
powerful by their Rotogravure Sections. 


MAKERS OF THREE OF THE MOST WIDELY 


PREFERRED FOR ROTOGRAVURE 


, 


THE PERFECT PRINTING PAPER 


Tremendous Power 


made Flexible... 


@ For years the only way a farmer could utilize the power of the wind 


was in pumping water with a windmill... and even for that purpose 


On) he was subject to the whim of the element. 


Whether you wish to sway the entire nation, or focus your 
advertising on a single market, Rotogravure Sections provide 
the needed flexibility. You can purchase rotogravure advertis- 
ing in just one newspaper . . . or in groups which blanket the 
nation at an exceedingly low cost per reader. 

Rotogravure Sections are so completely read that average 
inside pages are seen by some 80% of all the people who buy 
the newspaper. 

As proof of results, consider the experience of the Detroit 
Merchant, cited on the next page. The fact that this retailer's 
own successful campaign is concentrated in rotogravure is sig- 
nificant to any manufacturer seeking the proper medium to give 
his retailers the greatest support. Kimberly-Clark Corporation, 
8 South Michigan Ave., Chicago, Ill., Advertising Department. 


ACCEPTED ROTOGRAVURE PRINTING PAPERS 


ALL-PURPOSE BOOK PAPER 
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F.C. DITTRICH & Co. 


Rich Arr May 5, 1959 


g Department 
Kimberly-Clark Corporation 
g South Michigan Avenue 
Chicage: Illinois 
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ADVERTISING AGE 


J. 5. Emphasizing 
Latin American 


Jrade Prospects 


Nearly $70,000,000 Be- 
ing Spent Yearly on 
Export Promotion 


Chicago, Feb. 20.—When Ameri-| 
can industry considers foreign trade 
these days it turns its eyes “South | 
of the border” to the only large area 
not caught up in the toils of war. 
This was emphasized repeatedly at| 
the Chicago World Trade Confer- 
ence here today when 350 import | 
and export leaders got a first hand | 
picture of the current situation. 

Henry L. Metz, manager of the| 
overseas department, Addresso- 
graph-Multigraph Corporation, 
Cleveland, and Max Hofmann, ex- 
port manager, Waukesha Motor 
Company, Waukesha, Wis., divided 
up the responsibility of surveying 
market possibilities for U. S. exports 
in South America and their opin- 
ions roughly take this form: 

Venezuela—good; The Guianas— 
poor; Brazil—good; Uruguay—poor; 
Argentina—good; Chile—fair; Para- 
guay—poor; Bolivia—fair; Peru— 
good; Ecuador—poor; Colombia— 
good. 


Buying As Well As Selling 


In developing and maintaining 
healthy and continuing trade rela- 
tions with these countries both 
speakers stressed repeatedly the ne- 
cessity of buying from them if the 
United States is to sell to them. As 
a case in point Mr. Hofmann sug- 
gested that this country buy its 
tin from Bolivia instead of from the 
Malay peninsula and help make it 
possible for the Bolivians to trade 
with this country on _ reasonable | 
terms. 

Although Germany has been| 
rather completely removed from 
the foreign trade sphere as a result | 
of the war, it was pointed out by 
J. D. Fletcher, export manager, | 
Caterpillar Tractor Company, Pe-| 
oria, Ill., that Great Britain, through 
the British Export Council, is mak- 
ing vigorous efforts to win former 
German customers. In November 
and December, Mr. Fletcher noted 
that the British were able to in- 
crease their exports although the 
exigencies of war are liable to 
make further progress in this di- 
rection difficult. 

As a result of the war the Brit- 
ish Empire is making a point of con- 
centrating trade as much as pos- 
sible within the empire in order to 
conserve sterling and to mobilize its 
foreign exchange for buying such 
s and materials as must be pur- 


chased in the United States. That 
this is of considerable significance 
to U. S. industry is apparent, Mr. 


Fletcher pointed out, when it is re- 

membered that the British Empire 

$1,289,000,000 in the United 

last year, representing 40.5 

per cent of all U. S. exports. Al- 

though sales to the British Empire 

ue strong they are limited for 

t part to materials necessary 

the conduct of war. In recent 

Canada has become our 

istomer in the British Empire, 

d, but here, too, war materials 
irge. 


spent 


liuge Advertising Investments 


Ge'ting down to the specific busi- 
. ! export sales promotion and 
qa ing, Thomas M. Quinn, ex- 
¢ vice-president and general 
7 er of Dorland International, 
roe New York, estimated that 
Ar an manufacturers have ap- 
pr ated between $60,000,000 and 
oi 000 for export advertising 
year for the past four or five 

ye: 
large part of this money is 
pe catalogs and other forms 
ted matter, or finished ad- 
ert ents and recordings for ra- 
dic adcasting, etc.,” he said 
S © of this money is spent in 
ex} magazines published and 
0g 1 in this country for circula- 

40n 


‘broad. These magazines have 


an approximate circulation of 200,- 
000 copies per month. In addition, 
over 3,000,000 supplements are pro- 
duced each month in the United 
States for newspapers abroad. 
“The remainder of the $60,000,000 
to $70,000,000 is spent abroad in 
publications or radio stations. A 
percentage of this money is paid by 
manufacturers to representatives in 
the United States of foreign pub- 
lications, broadcasting stations and 
advertising agencies. These funds 
are paid to publications or held in 
the United States as credits to ap- 
ply against the purchase of Ameri- 
can presses, type, ink and other 
press equipment, news, features and 
radio transmitting equipment.” 


Outline’ Available Media 


In promoting sales abroad Mr. 
Quinn observed that “you will find 
abroad all of the advertising media 
that we have in this country with 
few exceptions. Newspapers and 
magazines of varying value are 
available in all countries. Accurate 
circulation figures are not always 
procurable but from years of ex- 
perience of trial and error, this in- 


|formation can be secured from ex- 


port advertising agencies. You will 
get better coverage in the English 
speaking countries since they are 
more inclined to read newspapers 
and magazines. 

“In Brazil and the Argentine you 
can secure complete coverage with 
newspapers and magazines, which 
should form the backbone of an ad- 
vertising campaign. In most of the 
other Latin American countries, 
nowever, newspapers and maga- 
zines will not give you all that is 
desirable in the way of coverage 
and other forms of media should 
be used to support your newspaper 


|or magazine campaign. You can use 


outdoor advertising, street cars, 
cinema slides or short films, travel- 
ing trucks or trailers and radio. 
Radio advertising is becoming a 
more important factor in support- 
ing a newspaper or magazine cam- 
paign. In some countries radio is 


sufficiently prominent to stand on | 


its own feet and do 
selling job.” 


4,000,000 Radio Sets 


In developing the radio 
Mr. Quinn said that there are now 


an excellent 


|about 4,230,000 radio sets in Latin | 
| America. 


Last July, 1,336,335 of 
these were in the Argentine Repub- 
lic, 894,102 in Brazil, 801,042 in 
Mexico, 303,056 in Cuba, 224,856 in 
Uruguay, 102,348 in Venezuela. 
There are 518 radio stations, of 
which four are 50,000 watts, two in 
the Argentine and two in Mexico, 
with two more under construction 
in Colombia. 

To emphasize the reciprocal as- 
pects of foreign trade in this coun- 
try’s favor, Mr. Quinn urged that 
foreign advertising be bought with 
American dollars rather _ than 
through local distributors. 

While the status of the Recipro- 
cal Trade Agreements Act, now 
before Congress for discussion on a 
proposed three-year renewal, re- 
mains uncertain, the present act 
holds great possibilities for U. S. 
world trade, in the opinion of John 
Abbink, president, Business Pub- 
lishers International Corporation, 
New York. He told the conference 
that 


theme | 


“the removal of trade barriers | 


—not the lowering of tariffs neces- | 


sarily in all cases, but the cancelling 
of control measures sometimes far 
more restrictive—would result in 
putting idle men to work and idle 
gold to productive use as all the 


ephemeral made-work plans of poli- 


ticlans never have. 
“We understand,” 
“because we have noted it ourselves, 
that increased volume of trade, 
world-wide, makes for prosperity in 
which all share, as trade restriction 
does not. We know how an advance 
of money or credit, adequately 


he continued, | 


supervised as in the case of high-| 


way building in Latin America, for 
instance, can literally create over- 
markets that never existed 
before.” 


seas 


To Columbia Recording 
Ernest Werner, formerly with 
Young & Rubicam, New York, has 
joined the sales promotion depart- 
ment of Columbia Recording Cor- 


poration, Bridgeport, Conn. 


COMPLETE MEAL FEATURED IN COFFEE COPY 
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in coffee advertising is this newspaper campaign for Brownell & Field 
l., in which complete breakfast menus, rather than 


Trimbach Joins Baker 

Frank xX. Trimbach, formerly 
with Plough, Inc., and _ Sterling 
Products, Inc., New York, has joined | March 
Lynn Baker Company, New York. 


l 


Cole 


and 


Remsen J. Cole to Move 


Remsen J. 
public relations counsel, will move 


Associates, 


Program for 
Packaging Show 
Is Announced 


New York, Feb. 21.- 
tails of the 


Program de- 


tenth conference and 
exposition on packaging, packing 
and shipping, to be held at the 


Hotel Astor here March 26-29 under 
the sponsorship of the American 
Management Association, were an- 
nounced this week by Alvin E. 
Dodd, president of the association. 

Two days, March 26 and 27, will 
be given over to the packaging con- 
ference, with C. B. Larrabee, man- 
aging editor, Printers’ Ink, and A. Q. 
Maisel, editor, Modern Packaging, 
presiding at morning and afternoon 
sessions the first day, and William 
M. Bristol, Jr., vice-president, Bris- 


|tol-Myers Company, and Irwin D. 


Wolf, vice-president, Kaufman De- 
partment Stores, Pittsburgh, doing 


the honors the second day. 


Announcements of winners in the 
annual packaging competition of the 
association will be made at lunch- 
eon March 26, following a talk on 


the management aspects of the 
packaging job by Mr. Dodd. 
Production and machinery and 


from 1512 Walnut street | Shipping problems will be discussed 


'to 1528 Walnut street, Philadelphia. | at separate sessions. 
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CCORDING to official scores for 1939, the Providence 


Evening Bulletin finished 5th in the U. S. League — 


total display advertising carried by six day newspapers. National 


advertisers never contribute to a record like this in an unimportant 


market, nor do local advertisers in a market that fails to respond. 
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Find Readability, 
Simplicity 
Newspaper Goals 


Inland Daily Press Holds 
First Contest on Typog- 


raphy 


Chicago, Feb. 21.—A_ marked 
trend toward use of more readable 
type faces, simplified headlines and 
more interesting makeup was found 
in the exhibit of newspapers entered 
in the first general Typographic 
Excellence Contest which featured 
the 56th annual meeting of the In- 
land Daily Press Association at the 
Sherman Hotel today. 

Winners of first place awards in 
their respective classifications were 
the Pantagraph, Bloomington, I11.; 
Palladium - Item, Richmond, Ind.; 


Medill School of Journalism chap- 
ter of the fraternity, which also gave 
certificates to second and _ third 
place winners. 

| Judges in the contest were 
Douglas McMurtrie, Ludlow Ty- 


pograph Company, Chicago; J. L. | 


|Frazier, Inland Printer, Chicago, 
|and Kenneth E. Olson, dean, Medill 
| School of Journalism, Northwestern 
University. 


Appraisal of Judge 


| “The many newspapers entered in 
this contest exemplify the 
trend in typography and makeup,” 
said Dean Olson in summarizing the 
judges’ findings. “Our newspapers 
are making an intensive study of 
readers’ interests. They are trying 
to publish newspapers which are 


interesting in appearance. 

“While there is a decided trend 
toward sans serif types for headline 
dress, the fact that two of the first 
place winners employed Bodoni 
Bold indicates that the fine old 
Romans can be used just as effec- 
tively as the new moderns. It is 


new 


both easy to read and attractive and | 


Daily Tribune, Hastings, Neb., and| noteworthy that most of the papers 
Daily Capital, Sedalia, Mo. They|in the contest have abandoned the 
were presented with silver wall|old illegible all-cap head in favor 
plaques by Elmo Scott Watson, na-|of the new simplified and stream- 
tional president, Sigma Delta Chi, at | lined head forms.” 

the Inland’s noon luncheon today. The 85 papers entered in the con- 
The trophies were provided by the| test were scored on the basis of 


—— 


head dress, body dress, advertising | 
typography, general makeup and | 
| presswork, a maximum of 20 points 
being awarded for each. Winners 
were as follows: 


List of Winners 


Class D (over 25,000 circulation): 
First, Pantagraph, Bloomington, I11.; 
|second, Press - Gazette, Green Bay, 
Wis.; third, Register - Republic, 
Rockford, IJl.; honorable mention, 
Journal, Flint, Mich., and Illinois 
| State Journal, Springfield. 

Class C (10,000 to 25,000): First, 
Palladium-Item, Richmond, Ind.; 
second, Evening News, Kenosha, 
Wis.; third, Evening News, Aber- 
deen, S. D.; honorable mention, 
Post-Crescent, Appleton, Wis., and 
Courier-News, Elgin, Il. 


Classes A and B Winners 


Class B (5,000 to 10,000): First, 
Daily Tribune, Hastings, Neb.; sec- 
ond, News, Iron Mountain, Mich.; 
third, Post- Register, Idaho Falls, 
\Idaho; honorable mention, Daily 
| Mining Journal, Marquette, Mich., 
|and Tribune, Greeley, Colo. 
| Class A (under 5,000): First, 
| Daily Capital, Sedalia, Mo.; second, 
| News-Democrat, Goshen, Ind.; third, 
Daily Register, Harrisburg, I1.; 
-honorable mention, Daily News, 
| Newton, Ia., and Daily Iowan, Iowa 
| City, Ia. 
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covered the urban part of the 49 State 
market --- Swo-thirds of the business 
in this rich area “es outside the city .-. 
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GIVEN TYPOGRAPHICAL AWARDS AT MEETING 
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First place winners in their classifications are these apers, presented with awards 
for typographical excellence at the annual Inland Daily Press Association meeting. 


Ten Million Display 
Advertisements in 
Newspapers in ‘39 


New York, Feb. 22.—More than 
ten million display advertisements 
were placed in the 380 newspapers 
measured by Media Records, Inc., 
during 1939 by over 100,000 adver- 
tisers, the statistical organization 
reported today in releasing its sta- 
tistical summary for the year. 

In the 108 cities measured, a 
total of 2,024,675,544 agate lines of 
advertising was placed in the news- 
papers, Media Records says, divided 
as follows: 


EE cot eid « Rite ab 8s 1,197,268,475 
Ce 314,646,891 
Automotive ......... 86,461,915 
re 36,204,639 
Total Display ....... 1,634,581,920 
errr rey 364,491,896 
EE ara’ as ara god ee 25,601,728 
Four A’s to Meet in 


N. Y., May 16-17 


The 1940 convention of the 
American Association of Advertis- 
ing Agencies will be May 16-17 at 
the Waldorf-Astoria, New York, a 
few days after the reopening of the 
New York World’s Fair. Sessions 
for members only will be May 16. 
Advertiser and media guests will be 
invited to join the agency men May 
17 in morning and afternoon meet- 
ings and at dinner in the evening. 

J. P. Cunningham, vice-president 
of Newell-Emmett Company, Inc., is 
in charge of the convention pro- 
gram. 


the entire 


A. J. Cole Promoted 


| A. J. Cole, who has been in 
| charge of Pacific Coast sales for 
McGraw Electric Company, Chi- 
| cago, since 1932, has been re-elected 
|}a vice-president with headquarters 
at the Elgin, Ill, offices of the 
Toastmaster products division. He 
| has been with the company 25 years, 
-and was vice-president from 1915 
to 1932. 


Arkansas Tourist 
Drive to Start 


in May Issues 


Little Rock, Ark., Feb. 22.—Fol- 
lowing an announcement of the ap- 
pointment of Radcliffe Scott and 
Associates, Little Rock agency, to 
handle this year’s $40,000 tourist 
campaign of the State Publicity 
Commission, it was announced this 
week that the campaign will get 
under way with insertions in the 
May issues of six national maga- 
zines. 

About half of the appropriation 
for advertising will be spent in 
magazines, the remainder to go into 
newspaper advertising in nearby 
states. 

“Traffic counts over a period of 
years have shown that 92 per cent 
of Arkansas’ automobile visitors 
have been from Louisiana, Missouri, 
Oklahoma, Texas, Tennessee, Ohio, 
Indiana, Illinois, Michigan, Kansas, 
Wisconsin, Minnesota, Iowa, Ne- 
braska, Kentucky, Alabama and 
Mississippi, and the campaign will 
be directed principally to those 
states,” M. C. Blackman, state pub- 
licity director, explained. 

The tourist drive will be concen- 
trated in the months from May to 
July. 


Resumes National Copy 
After a lapse of several years, 
Gabilla, Inc., New York, will re- 
turn to national advertising in a list 
of class magazines through Lewis & 
Tokar, Newark. First insertions wil! 
appear in March issues for Sinf 
Soul and La Vierge Folle toilet 
Milton L. Lewis is account ex: 
| tive. 


Meyers to Midland 

F. Willard Meyers has 
David B. Midland Advertising 
Agency, Kansas City. He was 10! 
merly with Frank M. Meyers ‘ 
pany, agency of Battle Creek, ™ 
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ing $18,516,000 as compared with | bottled-in-bond and blended whis-| sales totaled $24,489,629 in 1939 as * 
Colgate Sales Pass | $16,149,640 in 1938, a gain of 14.5|/kies increased over the previous compared with $20,957,451 in ise, Pennsylvania 
| per cent. | year.” 


{90-Million Mark 
for New Record 


New York, Feb. 22.—The reports 
published earlier this year of Col- 
gate - Palmolive - Peet Company’s 
substantially increased advertising 
expenditures in 1939 were today 
followed by the announcement that 
sales for the year were the highest 
in company history, while profits 
were the largest since 1931. 

Net income for 1939 was $6,632,- 
654 as compared with $4,921,921 in 
1938. Sales totaled $101,935,438 for 
1939 as compared with $99,452,741 
in 1938 and $100,565,165 in 1929, the 
previous high mark. The 1939 total 
does not include sales of German, 
Italian and Polish _ subsidiaries 
which were included in previous 
years. Because of conditions abroad, 
foreign profits have also been ex- 
cluded from the earnings total, save 
on a cash received or equivalent 
basis. On this basis, the report 
pointed out, foreign earnings totaled 
$1,968,651 for 1939. 

Colgate stepped up its promotional 
activity considerably during 1939, | 
as evidenced in expenditures re- 
ported in January by Publishers’ | 


Information Bureau. Radio adver- | 
tising expenditures totaled $2,749,- | 
733 as compared with $1,898,015 in | 
1938. Magazine advertising totaled | 
$2,013,543 as compared with $1,199,- | 
314 in 1938. The company ranked | 
sixth among the leaders in both 
magazine and radio advertising. 


GENERAL FOODS CORP. 
EARNS $15,118,063 in 1939 


New York, Feb. 21—Another| 
company to set a new sales record 
for 1939 was General Foods Cor- 
poration, according to its report 
issued this week. Net sales for 1939 
totaled $145,615,242 as compared 
with $135,221,301 in 1938. By way 
of comparison, 1929 sales totaled 
$128,036,792. 

Tonnage volume as well as dollar 
volume reached a new high, accord- 
ing to C. M. Chester, chairman of 
the board. “Sales in every quarter 
during 1939 exceeded the volume of 
any similar quarter of previous 
years,’ he reported. “Total case 
sales volume for the year was the 
largest in the history of the com- 
pany.” 

Net income for the year was $15,- 
118,063 as compared with $13,577,- 
075 in 1938. 


Quaker Oats Company 

Consolidated net income for 1939 | 
totaled $5,163,022 as compared with 
$5,901,581 in 1938. A footnote to 
the financial statement explained | 
that “because of disturbed condi- | 


| 
| 


ions overseas, the statements for 
1939 and the comparative state- 
ments for previous years have been | 
prepared by consolidating with the | 
parent company only the wholly-| 
owned domestic and Canadian sub- | 
sidiary companies.” 


International Harvester 
t income for the year ended | 
Oct. 31 was $12,980,059 as compared 
th $18,471,723 in the year ended 
31, 1938. United States sales 
1939 fiscal year totaled $187,- 
00 as compared with $200,630,- 
n 1938. Foreign sales in 1939 
1 $79,249,000 as compared with 
©59,661,000 in 1938. Sydney G. Mc- | 
\llister, president, said: “The re- 
of the first quarter of the 
ent fiscal year have shown a 
g fying increase in business and 
I lines are helping to stimulate 
~s in an encouraging manner. 
‘Ne prospects for the remainder of 
u ear seem favorable.” 


Libbey-Owens-Ford Glass 

Net profit for 1939 totaled $8,062.,- 
‘o~, more than double the $3,930,- 
460 reported in 1938. 


Scott Paper Company 
“onsolidated net income reached 
v high in 1939 at $1,885,692 as 
red with $1,424,951 in 1938,) 
xing the seventh consecutive 
r of rising profits. Net sales 


\“ 


vise reached a new high, total- 


Goodyear Tire & Rubber Co. 


Earnings for the year ended Dec. 
31, 1939, totaled $9,838,797, an in- 


012,423 reported for 1938. Net sales 
for 1939 totaled $200,101,704 as 


a gain of 20.6 per cent. 


Remington Arms Company 

Net income for 1939 totaled $1,- 
392,646 with sales totaling $17,147,- 
099, an increase of about 24 per cent 
over 1938. 
National Distillers 

Earnings for 1939 totaled $7,007,- 
123 as compared with $7,850,506 in 
1938. Net sales totaled $59,170,887 


as compared with $63,900,866 in| : 
Fairbanks, Morse & Co. 


Commenting on the decline, | 
said: “A| 


1938. 
Seton Porter, president, 
substantial portion of the decrease 
was caused by reductions in sale 
prices of several of the company’s 
brands. 


Parke Davis & Co. 


crease of 63.6 per cent over the $6,- | 


American Can Company 


| compared with $165,928,944 in 1938, | 


Continental Can Company 

Earnings for 1939 totaled $8,635,- 
787 as compared with $7,101,973 in 
1938. Sales gained 7.6 per cent,| 
totaling $92,196,835. 


Earnings for 1939 totaled $9,254,- 
202 as compared with $8,639,955 in 
1938. 


Western Electric Company 


Earnings for 1939 totaled $18,284,-| — - oe eee 
963 as compared with $13,645,498 | 476,086 as compared with $5,734,033 


|}in 1938. Sales gained 12.2 per cent, | el 1938. Sales for , 
totaling $189,434,614 for the year. *¢ per cent over 1938, totaling 
3166,860,000 as compared with 


'Neisner Brothers, Inc. 


The case volume of both) 


| $175,163,000 in 1938. Sales to the 
Net profit for 1939 totaled $563,-| Bell Companies accounted for 95 
468 after payment of a preferred} per cent of the total. 
stock dividend. This compares with a eeeeeememennnes 
net earnings of $302,960 in 1938.) Batte Re-elected 
Net sales for 1939 totaled $22,638,- | P. H. Batte, business manager of 
644 as compared with $20,143,025 in| the Charlotte Observer, was re- 
1938, a gain of 12.3 per cent. elected president of the Charlotte 
Advertising Club at its annual 
meeting. Thomas C. Evans was 
Net profit for 1939 totaled $2,469,-| c!ected first vice-president; C. W. 
884, an increase of more than 300| Williams, second vice - president; 
or cent over 1938 and the largest}, H. Bridges, third vice-president, 
81 ; ; M. P. Williams, treasurer; Bomar 
net earnings since 1926. For 1938, Lawrence, secretary, and Carl Big- 
net profit totaled $558,539. Net gers, sergeant-at-arms. 


Hotel Men Plan 
‘Inside’ Promotion 


Harrisburg, Pa., Feb. 21.—Irvin S. 
Cobb has been commissioned to 


| write the copy for a series of five 
Net earnings for 1939 totaled $16,- | “inside” 


merchandising features for 
| the Pennsylvania Hotels Association, 


1939 increased | consisting of blotters and other ma- 


| terial for use inside the hotels. 

The association expects to dis- 
|tribute more than 250,000 such 
| pieces to member hotels, and in ad- 
|dition will issue a new edition of 
|} the Pennsylvania state road map 
and the PHA member-hotel direc- 
tory, some 50,000 of the latter be- 
ing slated for the press. 

Another edition of “Live,” a pro- 
motional magazine distributed to 
guests, will carry 60,000 additional 
messages to those registering in 
member hotels. 

John Falkner Arndt & Co., Phila- 
delphia, is the agency, with S. S. 
Preston, Jr., account executive. 


FRED ALLEN 


ally known local stars | 


| CORINNE JORDAN 
BEE BAXTER 

LEONARD LEIGH 

TOM RISHWORTH 


FIBBER Mc GEE _ ae 
AND MOLLY > 


CREATORS OF A FIXED HABIT... 


@ Every poll of opinion—private and 
public—substantiates the top N.A.B. 
ratings held by these brilliant NBC 
Basic Red Shows. Here in the 8th 
U. S. Retail Market, these shows have 
established a fixed habit among radio 
listeners—the habit of staying turned 
to KSTP. It’s easy to understand why! 


Over 73% of the most popular 


Edward Petry & Company * 


ea ¥ 
- in 


» Es 


4 Pp etd eae ' 


national programs plus outstanding 
local shows plus a long record of 
“Firsts” in news and local affairs plus 
50,000 watts in combination make 
KSTP the fixed habit with the dom- 
inant audience in this area. Tell your 
story to this tremendous audience 
in this rich market at lowest cost— 


over KSTP. NBC 


National Representatives 


6STP 


The Northwests Leading Radio Sation 


————\/w—— 
90,000 WATTS 


Minneapolis, Saint Paul 


BASIC RED NETWORK 
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Buying Policies That Build 
Business 


George F. Tilton, advertising 
director of Anheuser-Busch, Inc., 
made some interesting comments in 
his recent stirring address in Chi- 
cago on the subject of a more opti- 
mistic and constructive view of the 
future of America, as a means of 
substituting confidence for defeatism 


February 26, 1940 10 Cents a Copy, $2 a Year 


if this company was so much more 
efficient than its competitors that it 
could consistently underbid them. 
“More out of curiosity than any- 
thing else, I made inquiries and 
found that the lower prices it quoted 
were made possible by treatment of 
employes that at best would be 


on the part of business executives 
and the general public. 

“If our neighbor,” he suggested, 
“does not make enough money to 


pay our customers a just wage, then’ 


he is indirectly affecting our profits.” 

Another challenging viewpoint on 
the same subject is furnished by 
James F. Bell, chairman of the 
board of General Mills, Inc., whose 
progressive policies regarding the 
cultivation of stockholders were 
recently commented upon in ADVER- 
TISING AGE. As quoted by Robert 
P. Vanderpoel, able financial editor 
of the Chicago Herald and Ameri- 
can, Mr. Bell believes that buying 
policies should take into account the 
contribution which suppliers make 
to the consumer market in terms of 
payments to workers. 

“I noticed,” said Mr. Bell, as 
quoted by Mr. Vanderpoel, “that one 
of the orders we placed on competi- 
tive bidding year after year was 
going to the same firm. I wondered 


called backward. 

“I said to myself that General 
Mills would not permit for a mo- 
ment employe conditions such as) 
I learned existed in the plants of | 


_HELPING SATISFY 


4 
Vy 


CONSUMER WANTS 


Merchandising 


Electrical 


"Can you spare a down payment on an electric percolator?’’ 


Ad-li 


Information 
for 
Advertisers 


The following documents may 
'secured without charge from com- 
panies sponsoring them, or throu 
| ADVERTISING AGE, by any natio: 
|advertiser or advertising age: 
executive writing on his busin 

| letterhead. 


| No. 1598. 
Too. 


In this new folder, Tourist Co 
Journal tells about the market | 
foods and equipment provided 
the 9,400 tourist court cafes and 
coffee shops which feed 480,310 
customers a day. In addition to 
statistics on the operation of th: 
eating places, and a list of ite 
purchased by them, the folder t 
about the Journal’s three-part m: 
chandising program. 


The Tourist Must Ff 


No. 1599. What Was Once Believed 
to Be an Island. 

Facts about California’s farm) 
area are provided in this fold 
issued by The Pacific Rural Pre 
Farm income for 1939, 9.5 per c 
above the 1938 figure, is broke: 
down by classification, as are 1 
expenditures of the state’s farn 
families. 


| No. 1594. 
ket. 
This brochure, prepared by Joh: 
|W. Cullen Company, tells all about 
|the Ohio Select List of non-metro- 
|politan newspapers. It covers pop- 
ulation, sales, and farming and in- 


Ohio’s Small City Mar- 


dustrial activity for the state as a 


For Traveling Salesmen 


Traveling salesmen mean more 
than the story about the farmer’s 


that company. Could we then con- |daughter to Tom Shumate, manag- 


sistently buy from a concern that 
in its employe relations was clearly | 
substandard? I decided that we} 
could not.” 

As a result of this decision, Mr. 
Vanderpoel reports, General Mills 
adopted a new policy of requiring 
that its suppliers treat their em- 
ployes in the same_ enlightened 
manner that General Mills follows. 

Entirely apart from the advan- 
tage of getting in line with public 
sentiment 


| 


and governmental re- 
quirements, on the subject of a 
sound labor policy, this attitude 


would have considerable effect, if 
carried out generally, in increasing 
the income of wage-earners and 
thus improving the market for all 
types of consumer goods. 


Oklahoma Wins a Medal 


We were pleased and gratified 
that the gold medal for business 
paper advertising included in the 


Advertising Awards for 
to the Oklahoma Publishing Com- 
pany. The recognition of a cam- 
paign published in the advertising 
press was particularly interesting, 
since we believe that advertising 
promotion commands as fine talents 
in conception and execution as that 
appearing in any other division of 
the business press. 


1939 went! 


ing director of the Hotel Beaumont, 
down in Beaumont, Tex. Mr. Shu- 
mate likes to think of the modern 
drummer as an apostle of business 
good will, and as an individual who 
ought to be fairly well treated in 
the city he chooses for a temporary 
home. Thus did he preach a “ser- 


BEAUMONT DAILY NEWS 


IMAUGUBAL FOITION 


amen renee =) 


MAYOR WELCOMES S R BERNSTEIN OF ADVERTISING AGE.. 


Important Visitor Gets 


Rousing Reception At 
Beaumont's Civic C enter 


me Wau Like Te Mowe Tome 
Te Sew Atere OF Cry 


<4 This Week In Beaumont! 


|in a light but emphatic style which 


| 
| 


scored the advertiser’s points with- |! 


out loss of time. j;mon” to fellow members of the 
| . _ . 
In reprinting a series of eight | Beaumont Chamber of Commerce in 


full-page, two-color advertisements | 


AGE, the advertiser said that they | 


had caused more spontaneous com- 
ment than any business paper pro- | 
motion in the history of 50- 
year-old company. 


this 


“So rare in our long experience | 


It is often said that awards mean | as been such a sudden, spontaneous 


little as far as actual results are | deluge of ‘fan’ mail in response to 
concerned, but here is one campaign | trade paper advertising,”” the com- 
the results of which have been very | pany said, “that although criticism 
evident to this advertiser, publisher | has been mixed with applause, our 


of the Daily Oklahoman and Times| surprise is mingled with satisfac- | 


of Oklahoma City. The copy told a tion.” 

challenging and convincing Any advertiser with a real story 
which attracted the attention of | for the national advertising field can 
advertisers, may have paved} get response and results if he uses 
the way for an entirely new con-|the advertising press properly, with 
ception of the part which news-| the right kind of copy and sufficient 
paper advertising should play in | consistency to insure adequate 
the plans of national advertisers| registration of the message. And 
and their agencies. It was based| there is no more selective, powerful 
on facts, statistically supported; it|or economical medium through 
was cleverly illustrated, and written | which to accomplish the job. 


story | 


and 


a circular letter that later saw the 


: ig ‘| p é ‘es ti Ww ‘Id, Tr ree 5 as é 
which had appeared in ADVERTISING | light of print in the Midwest Hotel| world, after reading much last fall 


| Reporter. 

And to let action speak more 
loudly than words, Mr. Shumate has 
now come up with the first issue of 
the “Beaumont Daily News,” a 
| house organ printed specifically for 
| the salesmen who stop at the Beau- 


|}mont for a night’s lodging. Each 


copy bears a headline: “Mayor Wel- | 


comes John Smith of the Smith 
| Company”- name and company fit- 
ting the addressee of course. The 
|lead story relates the guest’s “im- 
| pressions” of fair Beaumont, while 
the rest of the eight-page journal 
helps him find his way around town 
A map shows all principal business 
houses, a meeting calendar tells 
him when and where he may find 
his fellow Rotarians or Lions for 
lunch and gives him considerable 
data regarding Beaumont’s business 
It’s a swell job and certainly one 
that ought to make a hit with the 
visitors. There’s one curious omis- 
,sion: The map shows neither a tav- 
ern nor movie house, but 


, /make them drink their beer. 


bbing 
| whole, and then gives the Ohio Se- 


Mr. Shumate has known salesmen | lect List’s markets alphabetically, 
long enough to know, also, that they | page by page, with maps and data 
rarely have difficulty in locating|on the newspaper in each area 
such physical or spiritual oases. A | Available without charge only to 
credit line ought to go in for Samuel | national advertisers and recognized 
D. Reeks, who is listed as editor of | advertising agencies. 
the publication. 

No. 1595. Memphis 
Permit Holders. 


The Commercial-Appeal and 
Memphis Press-Scimitar have is- 
sued this alphabetical compilation 
of the 157 liquor stores operating in 
Memphis. The list provides name 
‘of store, permit holder and license 
number. 


Retail Liquor 


Wisconsin Wet? 


We were shocked to the tips of 
our substantial toes the other day 
when we leaned back for a pleasant 
half hour of evening divertissement 
with the Wisconsin edition of Tav- 
ern Weekly News. Right smack in 
the face we got the news: Fifty- 
four per cent of Wisconsin’s counties | No. 
are DRY or PARTLY DRY. And 
it’s true, too, according to L. A. 
Miller, executive secretary of the 
| Wisconsin State Brewers’ Associa- 
‘tion. Only 17 Wisconsin counties are 
| completely wet, while in every one 
|of the remaining 54 counties is at 
| least one town or village which is 
totally dry. Almost 100,000 good | No. 
citizens of Wisconsin live in totally 
| dry territory, the paper says, and 
“geographically speaking, fully 
| three-fifths of the state is already 
| dry, and unless stern methods are 
| pursued, more territory may be 
| added.” 

Be stern with the rascals, boys; 


1596. WCOA Market Data. 
Facts about Pensacola and 
WCOA’s coverage are offered in this 
booklet issued by John H. Perry 
Associates. Listener surveys and a 
breakdown of mail response are re- 
corded, with information on rates 
and merchandising cooperation. 


1597. A Study of 
Town Market. 

In preparation for this study, rep- 
resentatives of Grit Publishing 
Company spent nearly a week in 
each of five small towns in five dif- 
ferent states, analyzing local con- 
ditions, industries, sales and mer- 
chandising methods. The findings 
jin this illustrated brochure, which 
|has just been issued by Grit, pro- 


‘vide some interesting facts. 
| 


the Small 


Another White Paper 

Not strange that the advertising 
No. 1579. The 
of diplomatic white papers, yellow | Market Book. 
| papers and blue papers telling what | An impressive job has been done 
Hitler really said to Neville and vice|by The American Home in this 
| versa, should emulate the process.|market book which defines and 
\“Trend,” official organ of the Pub-|maps 94 metropolitan districts of 
|licity Club of Leeds, England, re- | the country and their retail shop- 
ports that its Advertising Associa-| ping areas. Each district carries 4 


American Home 


maybe 


tion recently issued a “white paper” | tabulation of population, retail 
regarding pooling of commodities | sales, buying power and homes, 


leading to elimination of many 
brands from the market and subse- 
quent loss of good will. A commit- 
tee was formed, action taken with 
the Ministers, and trade pooling is 
no longer considered a danger. 

The journal also contains a report 
by those members who attended the 
Whalen affair in New York last 
summer. “Americans are great 
talkers,” the report says, “and prone 
to thinking too much in terms of 
size.”” The English visitors were also 
inclined to believe that the vaunted 
American efficiency had been over- 
rated—probably had trouble with 
that subway shuttle in Times 
Square 


with a specially prepared map 
which correlates the data. ‘he 
book is available without charge 
only to national advertisers nd 
their advertising agencies. 


No. 1583. Providence Market Date. 

The Providence Journal-Bu''et 
has issued this data book on Rhode 
Island and the Providence market 
dealing with people, homes, income, 
|manufacturing, etc. There is 3 
| breakdown of newspaper coveras® 
and a reader survey with graphs 
| showing reader interest, page >Y 
page, for specified issues of the 


/Sunday Journal and evening Bu!- 
letin. 
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LES MANAGER “Po ular Pe ge : disers no longer are content to | both products. Since the establish- 
SA Ss P April 7 Tea Copy Aims “peddle products,” but must find out} ment of the Bureau in 1937, sales 
tarts Pp t P tti HH = the public’s wants and then set out/| of tea in this country have climbed 
» | Popular Pets, latest addition to a u ing air to satisfy them. 15 per cent. 
® |the string of Ziff-Davis Publishing s The speaker, who originated the | 
* | Company, Chicago, will make its}OM Sissy Chests “_ pee “4 


* | appearance on the newsstands April 
af | 10. 


.. 


It will also be sold in depart- 
ment stores and pet shops. 
In addition to the well 


% 
| defined 
7 


peal to owners of other pets, such 
|as cats, canaries, and gold fish, a 
market said by the publishers to 


* 


é 
| Bell Names Rickard 


James W. Bell & Co., New York 
tailor, has appointed Rickard & Co., 
New York, to direct its account. 
| Newspapers, class and _ business 
| magazines will be used. 


lected. 


dog market, the new paper will ap- | 


have been almost completely neg- | 


New York, Feb. 21.—The need of 
learning more about the habits and 
desires of the public was stressed 
here yesterday before the Sales 
Executives Club by Benjamin 
Wood, managing director of Tea 
Bureau, Inc., who told of the impor- 
tant role played by such fundamen- 
tal research in the success of the 
Tea Bureau since its organization 
three years ago. 

Mr. Wood declared that selling 


was once a trade, later became an 
jart, and is now on its way to be- 
‘coming a science since merchan- 


“pantry shelf” type of survey while | Byrlinson Appointed 
with Scripps-Howard Newspapers | ates 
in Cleveland, said that the Tea Bu- | Sheffield 
reau suspected before undertaking | york has been appointed advertis- 
research that tea was commonly re-| jing manager. He has been with 
garded as “a sissy’s drink.” That} Sheffield for 15 years as manager of 
suspicion was confirmed through re-| the real estate department and the 
search conducted by Elmo Roper, | retail division. 
with the result that advertising has ieee 
sought to “put hair on the chest of | Rosenblum Joins “Post” 
the sissy.” David Rosenblum has been 
Although coffee and tea are com-| elected treasurer and general man- 
petitive beverages, Mr. Wood re- | ager of the New York Post and a 
vealed that joint displays featuring | ~ ge aed of te board of Girectors. 
: e formerly was vice-president and 
both products have been successful | treasurer of the National Broadcast- 
in moving additional quantities of | ing Company. 


Burlinson, a director of 
Farms Company, New 


p. E. Allan, for I! years domestic sales 
manager of the Associated division of 
Tide Water Associated Oil Company, 
has been made general sales manager. 
His headquarters are in San Francisco. 


Tide Water Oil 
Promotes Allan, 
Shifts Others 


San Francisco, Feb. 21.—With the 
promotion of B. I. Graves to the 
post of chairman of the operating 
committee of the Eastern division 
of Tide Water Associated Oil Com- 
pany in New York, important 
changes in personnel in the Asso- 
ciated division with headquarters 
here have been effected. 

P. E. Allan has been advanced to 
the position of general sales man- 
ager of the Associated division. In 
his new post, Mr. Allan will have 
complete charge of all sales for the 
entire Pacific Coast marketing terri- 
tory served by Associated. He first 
entered the service of the company 
in June, 1915, and for the past 11 
years has been domestic sales man- 
ager. 

W. A. Reanier, who for the past 
nine years has served as manager | 
of White oil sales, advances to the | 


position of domestic sales man- 
ager. In other promotions, J. M. 
Evans becomes assistant domestic 


sales manager; H. A. Jackson, who 
been district sales manager, 
with headquarters in Seattle, comes 
to San Francisco succeeding Mr. 
Reanier as manager of White oil 
sales; E. C. Heinz replaces Mr. Jack- 
son as Washington district sales 
manager at Seattle; K. E. Kneiss is 
appointed manager of asphalt and 
road oil sales; J. J. Lermen, Jr., is 
appointed export manager and J. H. 
Farry is appointed assistant export | 


manager. 


nas 


Nylon Hosiery Retail 
Contracts Sent Out 

First contracts for the general | 
il distribution of du _ Pont’s 
lon hosiery, calling for delivery 
of 15 per cent of the order by the 
probable sale date, May 15, have 
en released by Gotham Silk 
Hosiery Company. Four grades are 
offered, ranging from $1.15 to $1.65 | 
r | 
ther for Nylon just pat- | 
nied by du Pont are impregnation 
oat’s leather to make a shiny 
iace, strengthening and water- 
fing of cotton cloth, oilproofing 
per and as a glass spread over 
mesh which will admit ultra- 


et rays. 


uses 


Jones Quits “Telegraph” 
Everett O. Jones, advertising di- 
‘or of the Telegraph, Harrisburg, 

resigned because of ill 

1. Prior to joining the Tele- 

h in 1933, Mr. Jones was local 

‘vertising manager of the Patriot 
Evening News at Harrisburg. 


nas 


or 


CONFUCIUS SAY 
ONE PICTURE EQUAL 
TEN THOUSAND WORDS 


OUTDOOR 


i 
fave me 


OUTDOOR ADVERTISING ASSOCIATION OF AMERICA, INC. 


OUTDOOR ADVERTISING INCORPORATED 


SIXTY EAST FORTY-SECOND STREET, NEW YORK CITY 
National Sales Representative of the Outdoor Industry 
ATLANTA © BALTIMORE * BOSTON * CHICAGO * CLEVELAND * DETROIT * HOUSTON * LOS ANGELES © PHILADELPHIA © ST. LOUIS * SAN FRANCISCO 
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a at ? 


1949 


New Plan Gives 
Fruits, Vegetables 
Better Support 


New York, Feb. 22.—Accenting 
the increased interest in promotion 
displayed by the fruit and vegetable 
field is a new cooperative campaign 


launched here by a receiving mer- | 


chant in this field designed to give 


seasonal commodities the benefit of | 


year-round promotion 

Yeckes-Eichenbaum, Inc., is the 
name of the sponsor. The plan, 
available to shippers of fruits and 
vegetables, calls for retention of the 
shipper’s private label, although all 
products are to be advertised and 
marketed under the _ additional 
brand name of Wondercrop. 

Newspaper, radio and display ad- 
vertising are being employed to sell 
the housewife on the idea that Won- 
dercrop fruits or vegetables are 
quality products. By enlisting vari- 
ous products from all sections of the 
country and in succeeding seasons 
during the year, a continuous Won- 
dercrop promotion program is possi- 
ble. 


Permits Continuity 


It was pointed out that, in pre- 
vious years, the housewife who was 
especially pleased with a _ certain 


WESTINGHOUSE CHECKS UP ON ITS MUSIC 


A pause in a rehearsal of Musical Americana, heard on 97 NBC Blue stations, 

finds Sydney D. Mahan, Westinghouse general advertising manager; Milton Cross, 

announcer; Deems Taylor, commentator, and Raymond Paige, director of the 
Westinghouse radio orchestra, in a serious discussion. 


| fruit or vegetable usually forgot the 
|brand name by the time the next 
|season rolled around. Now, if she 
| finds that Wondercrop is her favor- 
| ite, consistent advertising will make 
it difficult for her to forget the 
| brand. 

| Of importance to the shippers is 
the fact that participation in the 
| program will in no way diminish 
'the value of the brand name built 
|up through the years. The dis- 


| tributing agencies, jobbers and re- | 


'tailers, can still follow this means 
of identification. 

| To further consumer identification 
|of the product a trade character has 


been developed, the figure of a little 
man who bears the Wondercrop 
label and is shown along with his 
pal, who bears the shipper’s label. 
Current promotion includes news- 
/paper copy, participation in the 
Martha Deane program over Station 
| WOR five times weekly and a dealer 
service campaign concentrating 
upon adequate display advertising 
for the products. 


Conditions Explained 
To date, ten commodities have 
been listed for Wondercrop promo- 
tion. There are eight conditions 
listed as prerequisites for shippers. 


The “musts” include: He must be 
willing to advertise; must have a 
quality product in sufficient volume; 
must have a quality grade and pack 
under his brand; must maintain this 
quality and unit identification. The 
cost ranges from $15 to $20 per car, 
a levy which it is expected will be 
paid back to the shipper in the pre- 
mium prices received for his prod- 
uct. 

Mark Yeckes, a_ principal of 
Yeckes-Eichenbaum, was one of the 
proponents of a national drive for 
the fruit and vegetable field, dis- 
cussed at the Houston, Tex., conven- 
tion of the United Fresh Fruit and 
Vegetable Association last month. 

At that time the association voiced 
its approval of a tentative program 
calling for an expenditure of about 
$1,000,000 annually and set up a 
committee to line up the various 
branches of the industry. Appoint- 
ment of an agency for the drive is 
not expected for several weeks. 


Appoints Raymond 

L. Raymond Company, Los An- 
geles, has been appointed by Holly- 
craft Institute, Los Angeles, to 
direct its advertising, merchandising 
and sales promotion, using maga- 
zines, direct mail and radio. Larry 
Raymond is account executive. 


Adds Kellogg to Staff 


Western Advertising Artists, Los 
Angeles, has added Sam Kellogg, 
formerly with CBS, to its staff as 
@ contact man. 


~ Cross- 
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Sections 


the tale of Mount Vernon, seventy miles away! 


say after study has proved that KMOX 
has more listeners in St. Louis than all other 
St. Louis network stations combined. But 


K MON? dominance is just as pronounced in 


the outside areas of the rich KMOX market. 


i 
} 
, 1. @ . t 4 — J : 
“KMOX surely sells lots of goods “Every time I hear a new drug 
for me. You'd be surprised at the —° product on KMOX I put in my 
calls I get for Rinso, Oxydol and order, for we invariably have lots 
other products—all a direct result of calls for it immediately after 
hey the broadcast.’ 
aes R. 8. Piercy Nell K. Bond 
Piercy Grocery Porter & Bond Drug Co, 
‘My favorite station—-KMOX. My “T always test receivers on KMOX 
favorite program—‘Pappy' Cheshire. as jt's the standard here for high- 
Everyone in Mt. Vernon enjoys the est quality signal.” s 


two of ‘em.” 
Orla Lashbrook 
Mt. Vernon Tent 4 Awning Co. 


"Lots of folks tell me they listen 
to and enjoy the Texaco show. My 
favorite on KMOX is ‘Pappy’ 


Cheshire.” 
Glenn B. Price, Prop. 
Tezaco Service Station 
wi Cl 


Wm. V. King, Service Mor. 
Manion’s Radio Service 


“We have a hard time to keep 
Pranco-American products in stock 
at the rate KMOX moves ‘em off 
our shelves.” 


Mrs. Evelyn Borden 
Borden's Grocery 


use any other St. Louis station. 


Here is one cross-section . . . of people who 
live and work in Mount Vernon, I[llinois— 
seventy miles away! KMOX? rate is based 
only on St. Louis coverage. But KMOX de- 
livers results in a prosperous two-state area. 
That’s another reason why more of the na- 


tion’s largest advertisers use KMOX than 


i 
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Air Conditioning 


Battle Won, 
York Expands 


Chicago, Feb. 19.—Though execy- 
tives of the York Ice Machiner, 
Corporation, York, Pa., stirred en- 
thusiasm of salesmen over ti, 
week-end with a_ presentation 
‘half a dozen new products wh 
| will account for substantial volum 
'during the year, it was tacitly «q- 
|mitted during the central dist 
|sales convention, one of four held 
annually, that air conditioning 
still the big news. 

J. L. Rosenmiller, sales promotion 
|manager, said that air conditioning 
|has definitely emerged from ° 
educational phase. Skillful advcr- 
tising by York and one or two ot!) 
leaders in the field has achieved +), 
more or less commonplace, and ;{ 
the same time, highly sensation! 
dual result of widening the market 
and reducing prices. On large in- 
stallations, the quoted tariff is now 
about 35 per cent below that of a 
few short years ago, while a differ- 
ential as large as 65 per cent is ap- 
parent in the smaller jobs. 

At the same time, the country has 
been so thoroughly sold on all t 
benefits of air conditioning tha 
| York believes that it is unnecessary 
to touch on these added values in 
| its advertising. Full pages in Busi- 

ness Week, Fortune, The Saturday 
Evening Post and Time, therefor: 
will be devoted exclusively to th: 
York institutional story, designed to 
link York and air conditioning in- 
separably in the minds of readers 


New Products Bow 


The “Parade of Progress” in 
which new and old products passed 
in review before distributors and 
dealers, was opened by Stewart F 
Lauer, president of the company, 
| who asserted that York has per- 
| fected the most complete line of ai: 
| conditioning, refrigerating and heat 
|ing equipment ever presented by) 
|}one company. Mr. Lauer praised 
the handiwork of Stanley J. Ben- 
eansderfer, indefatigable researc! 
|expert, who provided the company’s 
|}engineers and designers with t! 


— 


basic information from whic! 
sprung the new products. Most of 
them are designed for specialize 


| business fields, and will be aggres 
| sively advertised in full pages in 28 
business papers, though newspaper: 
|will also be used at distribut: 
| points. 
| A complete line of dry beverag 
coolers has been developed to tap a 
huge market. York estimates that 
the American public consumes no 
less than 16 billion bottles of bee: 
and soft drinks annually. These 
bottles must be served dry, cold and 
}sanitary. Neither labels nor 
| Stamps may be soaked off, the ser- 
ver objects to immersing his hand 
in water, and he wants the goods 
available without “fishing.” Y« 
believes that its line of six models 
meets these and other requireme! 
Though York is a pioneer in the 
brewery refrigeration field, and 
also supplied cooling units in | 
dispensing systems, it has not unt 
this year marketed a complete 
of beer dispensing equipment 
will support the new models 
heavy advertising in  publicat 
reaching operators of taverns 
other retail establishments. 


J. M. Mathes, Inc., New Y 
handles the York account. F: 


Chalmers, advertising man 
makes his headquarters in 
York to provide liaison. 


Silk Screen Men Compete 
Silk screen process firms thr: : 

out the country will compete ! 

series of awards by states of 

by Devoe & Raynolds Con 

Newark, for the best work prod 

during 1939. Deadline for « 

in the new competition, to b: 

ducted annually, is March 30 


Foote Made V-P 


Emerson Foote, account execut¥€ 
on Lucky Strike, has been e! . 
a vice-president of Lord & T! 

| New York. 
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in size, layout and copy but all 

adhere to the “43,000,000” theme. 
In addition to the regular news- 

paper campaign, there will shortly 


Uses ‘43,000,000° 
be released to the trade a variety 


Hygrade Elects Three 
John B. Hopkins, of the law firm 
|of Ropes, Gray, Boyden and Per- 


Be sure to say to your Dealer: | kins; H. Ward Zimmer, manufactur- 
ing manager of Hygrade radio tube 


4é . é 
We want you to finance this car through ing manager of Hygrade radio tube/qgg Sales Keynote ct saies heips and dealer promotion 
‘ eral manager of Hygrade lamp New York, Feb. 21.—Continental | items such as window displays and 


‘ 
the Cleveland Trust Purchase Plan, |division, have been elected to the Distilling Corporation, Philadelphia. | decalcomanias which will be used 
- ee | board of directors of Hygrade Syl- | has just inaugurated a series of) to tie up with the newspaper pro- 


Whisky Campaign 


| vania Corporation. |newspaper advertisements with | motion. 
| | “43,000,000” the keynote, represent- Among the headlines to Lp Bp 
| rtisin |ing the number of bottles of Cobb’s| in newspaper copy are ‘43,000,006 
Adve g Club Elects ; | Creek blended whisky sold since it| proofs of mildness!”, “Cobb’s Creek 
__ Frank A. Woodhead, of the Pitts- | was introduced in May, 1935. proved mild 43 million times,” and 
 eeclak amesiinas of tee hiseuchican | The campaign is directed to an/|‘“Mildness sold 43 million bottles of 
| Club of Pittsfield, Mass. Mr. Wood- | &Stimated daily newspaper audience | this fine tasting whisky.” The Fed- 
head is to complete the term started of 15,000,000. Advertisements sub-| eral Alcohol Administration okeys 
| by A. C. Daniels, who has resigned. | sequent to the first will be modified | use of the number 43,000,000. 


... hitting the 


SPOTS 
that 


Insist on the Cleveland Trust Purchase 
Plan when you buy your next car. low 
, rates, suitable terms, 48 convenient neigh- 
borhood banks for making payments... 
and you establish valuable bank credit. 


have been the Philadelphia Coke! with a monthly price mark. The | ] ‘ 
Company, Ralston Purina Company dealer in turn will have these | America - 
and the Kelvinator Division of the | houses ‘on his shelf’ in the form of | 
Nash-Kelvinator Corporation. complete plans and specifications | Most 
: a and materials.” 
z , Mr. Johnson advised dealers in| Receptive 
Langevin Names Tyson lumber, roofing, insulation and the Pp 


Major Household Appliances Can Be Financed This Way, Too. 


Cleveland Trust Company is aggressivel 
It is a 


field with advertisements like this. 


Y promoting its services in the finance 
so 


supplying retailers of appliances and 


other products sold on the installment plan with tags showing price and payment 
information, and the news that “your dealer recommends the Cleveland Trust 
Purchase Plan." 


Open Nominations Johns-Manville to 


for Howard G. Ford Sell Price-Marked — 
Distribution Award “Packaged” Homes 


Philadelphia, Feb. 20.—The Sales 


Atlantic City, Feb. 20.—‘Pre- 


Managers’ Association, Philadelphia, | packaged”” homes will be nationally 
is asking for nominations of candi- | 


dates for the fourth annual Howard 
G. Ford award, given to the com- 
pany considered to have made an 
outstanding contribution to 
tribution in 1939. 
nominations is March 15. 

A gold plaque will be given the 
winner at the annual meeting of 


dis- | 
Deadline for) 


| 
| 


the Sales Managers’ Association here | 


April 15. 
asked to appear at Milwaukee, June 
6-8, at the convention of the Na- 
tional Federation of Sales Execu- 
tives, sponsor of the award. 
Previous winners of the honor 


O. S. Tyson & Co., New York, has 
been appointed to direct advertising 
of the newly formed carillon divi- 


The winner also will be| 


| dealers. 


advertised and sold at prices an- 
nounced before they are built, in 
the 1940 sales plan announced by 
Johns-Manville Company. 

Four hundred dealers attending a 
National Housing Guild School here, 
sponsored by the company, heard 
the plans from R. L. Johnson, New 
York, assistant sales promotion 
manager. 

Mr. Johnson said the company 
has obtained 12 house designs from 
the Monthly Small Home Club, Inc., 
New York, “for exclusive use of our 
For the first time we can 
advertise and sell individual homes 


like to “base your advertising and 


sales appeal on the finished product, | 


at sa in C N not the materials. Sell complete 
Sion ¢ yy: JeV Oo < 7 Ww 

; ion of Langevin Company, New / new rooms, roofs, porches and 

r York. Class magazines, business nel — ‘ ted 

papers and direct mail will be used. SCORES 6 ereeu 


: * the Pioneer Valley Association's 
> prices and service to campaign for the $20,000 annual Quality Network 
} : national advertising budget and 4 
be to their advantage. No 
memberships to build a_ potential 
$20,000,000 recreational travel in- ° $ H REVE PORT LO U l s IANA 


A. R. Borroff is manager of the new 
di ion 


WSAV Joins NBC 

tadio Station WSAV, Savannah, 
Ga., has joined the network of the 
National Broadcasting Company, 
supplementing the Southeastern 
Harben Daniel is executive 
of the station. 


ector 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 


in the final result, not the sticks and 
stones with which it is built. 


“Use our plans as leaders, then 


get local architects to augment our 
series with designs of their own; to 
alter our 12 basic plans for indi- 
vidual consumers, and to supervise 
the construction.” 


Golden Gate Fair 
to Reopen May 25 


The Golden Gate International 
Exposition at San Francisco will be 
reopened May 25. New lighting 


| effects, one of the spectacular fea- 


tures of the 1939 exposition, have 
been arranged. 

New color combinations, which 
made Treasure Island a memorable 
sight at night last year, also have 
been provided. 


Open Ad Fund Drive 


With the announcement that 


$5,000 already had been subscribed, | 


dustry for Hampden, Hampshire 
and Franklin Counties, Massachu- 
setts, has officially opened 


Appoints McIntosh 

Stewart McIntosh, Ltd., Van- 
couver, B. C., has been placed 
charge of the radio and newspaper 
advertising campaign of the Liberal 
party in British Columbia in con- 


nection with the federal elections 


in | 


| 
| 
| 


| 
| 


} 
| 
| 


No sir! 


| 
| 


Member South Central 


WMC—Memphis 
KARK—Little Rock 
WSMB—New Orleans 
KTBS-KWKH—Shreveport 


the wotld§ greatest ou 
atid gas atea 


COUNT 


Your radio advertising can’t miss when 
you use the powerful coverage offered by 


KWKH’'s 50,000 watts in the heart of one of 


America’s most receptive markets. 


Here in Shreveport we are the natural trading 
| center for nearly three million persons who live 
| within 150 miles radius...more people than there 
are in the entire state of Louisiana. 


I<W KE 


50,000 WATTS 


A SHREVEPORT TIMES 


STATION 
the hea nf OK 


- #1 


In One of 


Markets 
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Chicago retailers pick th 
THE FIRST STEP TO 


of womens shoes / 


@ Your sales problem may or may not be one of 
how to sell shoes to women. But how Chicago 


TOILET GOODS women respond to shoe advertising provides in- 
AND DRUGS* 61% formation you can use to advantage if you sell 


anything to them. 


Because the Tribune is Chi- 


; Cash results, day in and day out, year after year 
cago’s leading women-ap- / P 2 : , 


woud medion, Chicoge dreg have proved to Chicago retailers that women’s 
stores and the drug and shoes se// fastest in Chicago when they are adver- 
toilet goods departments tised in the Tribune. Last year they placed in the 
of department stores last Tribune 61 cents out of every dollar spent in news- 


year awarded this news- 


paper 61% of their Chi- . : eis “7 
sib eammbanet ebvetle For their million-dollars-a-day sales Chicago 


department stores and specialty shops as a group 
depend chiefly on newspaper advertising. ‘They 
know that no other medium produces such large 
daily crowds of buying women. And they know 
that no other newspaper is as effective in getting 
volume sales of women-appeal merchandise as is 
the Chicago Tribune. 


yapers to promote the sale of women’s shoes. 
pa} p 


ing appropriations. 


HOSIERY, CORSETS, 
BRASSIERES * 56% 


Because the Tribune has demon- 


These successful merchants back up their opin- 
ion of the Tribune as an advertising medium by 
awarding to it 52% of their total newspaper appro- 


priation for women-appeal advertising. 
strated its “way with women,” . é 


this newspaper last year re- 
ceived 56% of the money Chi- 
cago department stores invested 
in newspaper advertising for 
hosiery, corsets and brassieres. 


Because they like its news reports, its comics, 
photos and features, Chicago women read the 
Tribune with an attention they give to no other 
medium. Every day of the week they turn to it 
for information, entertainment and guidance... 
building and renewing each day a re- 
lationship which makes advertising in 
the Tribune get closer reading and 
; greater response. 

; In 1958, Chicseo THE TREND TO THE TRIBUNE Every day of the week, the Tribune 
‘Tb midapeapes has more than 800 ,ooo* circulation 
ial lak ti alte right in Chicago and suburbs. ‘This 1s 
lribune 48% of their 1938 1939 hon 335,000 to 500,000 more copies 


partment stores com 


otal news DI than are sold in the city and suburbs 
eerie " by other Chicago newspapers. W hen 
peal advertising. Last ? rT te , 
EE tel All other All other \ you use the Tribune to advertise your 
ear they increased the hae : \ e = ’ ; 
lliices seindniiiilieis Chicago | Chicago | product, you reach Chicago’s largest 
" a newspapers | newspapers 3 Rs oo 

520% more than they / | audience of women...a friendly, atten- 

md spent in all other news / ° ° . > ' 
” ss J tive audience that is accustomed t 
paper mbined ra 


base its daily buying on what is adver- 
tised in the Tribune. 


Se 

& LINENS, GLASSWARE, 
CHINA * 66% ~ 

So convincingly has the Tribune dem- 
onstrated its ability to produce 
"i crowds of buying women that Chi- 
— cago department stores last year 
. invested in the Tribune 66% of their 
newspaper advertising expenditures 


for linens, glassware and china. T H rE W O R L dD , 5 
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COTTON GOODS, SILKS 
AND VELVETS * 65% 


In the sale of cotton goods, silks, and 
velvets, Tribune space brings greater 


With Chicago women so clearly indicating their 
preference for the Tribune as a newspaper... and 
with Chicago retailers so emphatic in their confi- 
dence in the ‘Tribune’s sales ability... you can be 
certain that your sales plan will succeed best if 
you build it around the ‘Tribune. 


response. And that is why Chicago 
department stores invested in the 


pa Tribune 65 cents out of every dollar 
to expended for newspaper advertis- im 
er- l ribune general advertising rates per 100,000 circulation are ing on these women-appeal items : 


among the lowest in the country last year. 


| Oribun 


n) GREATEST NEWSPAPE 


* January average net paid 
total circulation: 
Daily, Over 1,000,000 
Sunday, Over 1,200,000 
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Voice of the Advertiser 


This department is a reader’s forum, 


Admirer Sends Orchids 
to Hill Blackett 


To the Editor: Apropos of this 
“orchid” controversy. How about a 
bouquet of them to Mr. Hill 
Blackett, president of Blackett- | 


Sample-Hummert, Inc., for his tell- | 
ing address which appeared in the | 
Jan. 29 issue of ADVERTISING AGE”? 

In the portion on “Theory of! 
Government” (the most crucial fac- 
tor confronting us today), Mr. 
Blackett touched the core of our 
trouble in his statement re the las- 
situde of “middle class’ Americans 
who are and always have been the 
“backbone” of our nation. Strange 
that no one else has thought of this 
class—or perhaps they have been 
hushed by the loud din for the 
“man in the alley” and all of the so- 
called “Social Programs,” destined 
only to melt the “middle class” 
into the category of those who won't 
do for themselves and any govern- 
ment that takes care of them is 
good; or into the class of emigrees 
recently arrived and contributing 
nothing, demand all! 

Why can’t we get behind men 
like Mr. Blackett and Mr. Bruce 
Barton and assist them to positions 
in the government where they can | 
really do what is needed before it | 
is too late? I’ve preserved the “39 
Rooseveltian Emergencies” which | 
Mr. Barton presented on March 16, | 
1939. 

So, what’s the matter with a good | 
advertising man for our next Presi- | 
dent? Seems they understand and | 
represent the original “pioneer” | 
spirit of our country in a sane and | 
non-hypocritical manner! 
ELISABETH McGurk, 

New York City 


vg¥v¥seey? 


Definition | 
To the Editor: I give you the! 
best definition yet of a radio pro- | 
gram. And—this actually happened. | 
A little girl in Fredric, Wis., was | 
asked recently what she heard on | 
the radio. 

“Well,” said the little girl, “first 
they tell a story and then they brag | 
and brag and brag.” 

DONALD DuRHAM, 

President, Donald Durham 

Company, Inc., Des Moines, la 


7 VF 


Complete Service 

To the Editor: Here’s a “refresh- 
ing” piece of merchandising, thanks 
to the make-up editor of the Indian- 
apolis News. 

In fact, I can hardly tie this tie-in, 
yet it seems like folks expect it 
with their ambulance service 

CarRL DONNELLY, 
Indianapolis, Ind 


VOICES SEEM TO BE 


Letters are welcome. 


FAVORITE SUBJECT 


vA Ze 
‘ Lo 
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MORE HORSE POWER 
FOR YOUR VOICE 


The power of # voune & ame giy emalt 


Transmitter must ampl 


Western Electric ts to make these telephone 
tram ters for the Bell System By con 
ng the manufacture of such equip k 


tent 


tegh standard of quality throughout the 
country This one more means of pro 
viding you with the best possible telephone 
env By the 
way. have you a telephone’ The Sourhe 
New England Telephone Company 


¢ at the lowest posible cost 


This is no time 
to fool around 
with a cough! 


one place. we are assured a unitormr ° Soy 


Raising the Voice 
To the Editor: The make-up 
man again gets funny. The en- 
closed is from the New Haven 
Register of Monday, Feb. 5. 
LAURENCE QO. PRATT, 
Batten, Barton, Durstine & Os- 
born, Inc., Boston, Mass. 


= we 
Wants Advertising 
Missing Persons Column 
To the Editor: What your paper 
needs is a “Who’s Where” column 
to answer readers’ questions per- | 
taining to the whereabouts of ad- | 
vertising and publication people. | 
I believe every one of us has had | 
the annoyance of calling an old| 
friend only to find that he has been 
with five different organizations | 
since last week. 
Show people get their mail by 
being paged in the Billboard and | 
band leaders leave their trails be- | 
hind them by being listed in a} 
weekly itinerary column. | 
So why not a column to locate | 
wandering admen? 
WALTER TILDS, 
Advertising and Sales Promo- 
tion Manager, American Tag 
Company, Chicago. 


| 
>, F ¥ | 
Here’s Chance for | 
Mail Research | 
To the Editor: In your issue of, 
I believe, Feb. 5, mention was made 
in an editorial that very few sur- | 
veys or checks were made of the ad- | 
dressees’ or customers’ reception of 
mail advertising. You state further 
that there is a large field open for 
some inquisitive inquirer, that 
might bring forth some enlighten- 
ing facts. 


Reading your editorial gave the 
writer an idea—what would you 
COMPLETE SERVICE BY TELEPHONE | 


Strange make-up fixes it so 
you can order an ambulance 
and a carton of Coca-Cola 
all at one time in Indianapolis. 


AMBULANCE SERVICE 


AT REASONABLE RATES 


hierry W Moore mom toins an up-to the minute om 


bulence service employ ng the most madern equipment 


obte-nable Spec -o'ly tro-ned attendants ore o'ways on 


Guty, Gay ord right, ready to render quick, sofe ond 


srtelgent sevice in ony emergency 


HARRY ULMOORE 


PEACE CHAPEL 
roe t Maw aAn i rmenv ia e 


of Coca-Cola goes into millions 
of homes. Because every member 
of the family enjoys the delicious 
taste of ice-cold Coca-Cola and 
the happy after-sense of complete 
refreshment. Your dealer has the 
six-bortle carton. 


BOTTLED UNDER AUTHORITY OF THs COrscoLA CO OT 


COCA-COLA BOTTLING CO. Indienapelis, Ind. 


think of a survey made direct from, 
say, this local post office to our 
patrons. Glen Ellyn is an _ ideal 
town, inasmuch as we receive con- 


siderable direct mail advertising, 
our population is around 8,000 and 
we have a total of 2,400 stops of 
residences receiving mail. 

In addition, through a social-eco- 
nomic survey made, the writer is in 
a position to know very definitely 
the class of people, approximate 
resources, etc., of each part of town. 
In other words, we could make a 
good check from certain angles. 
However, where we are at a loss 
is to know of the definite questions, 
etc., to ask or submit. Accordingly, 
we wonder, if you think this idea 
is feasible, if you could advise us 
regarding this, or do you know of 
someone who would be willing to 
aid in this matter. 

The cost of this project would be 
nil—we have the paper, we have 
the envelopes and would mail them 
in penalty post office envelopes. 
The experiment would I feel be 
worth while and might bring out 
some interesting facts. 

So, if you have the inclination or 
time—just advise what you think of 
this idea. 


M. C. Knapp, 
Postmaster, Glen Ellyn, III. 
vgvwseey 


Belated Kudos 

To the Editor: My belated kudos 
to ADVERTISING AGE for its splendid 
presentation of what can be con- 
densed from the so-called ‘“con- 


sumer movement.” The knowledge 
that your splendid presentation only 
scratches the surface should not be 
discouraging, but a bristling chal- 
lenge for clear and forthright dis. 
semination of fact — past, present 
and future 
JACK M. WILLEM, 
Director of Research, Stack- 
Goble Advertising Agency, Chi- 
cago. 
a 


Consumer Movement 


Vital, Says Herrmann 

To the Editor: Thanks ever so 
much for the reprint from the Jan 
8 issue of ADVERTISING AGE covering 
a portion of a consumer movement 
presentation. I happened to be 
away from the office when this 
came in. 

I expect to do a lot of investi- 
gating in the next few months, be- 
cause I believe the subject is a vita! 
one. Meanwhile, my only comment 
can be, “Give us everything you can 
on the consumer movement and 
let’s have the ‘whys’ and ‘where- 
fores’ of every new specific orgar.i- 
zation that may be formed, whether 
it be a service, a consumer group, 
a cooperative buying organization 
or what not.” 

Epcar G. HERRMANN, 

Advertising Manager, Zenith 

Radio Corporation, Chicago. 


who actually knows his Farmers! 


@ Among all CBS stations WNAX has the LARGEST rural audience— 
3,136,320. 


WNAX' farm service director, Charles Worcester, knows his farmers. He's 
out in the field—day after day—meeting farmers, interviewing them, 
speaking at their meetings. 


During the oy six months, Worcester travelled 9,596 miles to appear at 


and speak 


efore agricultural meetings, 


fairs and the like, attended by 


183,955 persons. He knows his farmers—and they know him and have 
confidence in him. They listen to WNAX for his broadcasts. 


A Cowles Station 

5000 Watts L. S. 

1000 Watts Night 
CBS 


son why it’s an economical buy for you. 


Represented by 
The Katz Agency 


WNAX, with 5,000 watts that do the work of 50,000, supplies a major 
part of the radio information and entertainment for 3,837,323 people in 
the primary area outlined by the 1938 CBS Listening Area Studies. 


WNAX rates, of course, are based on 5,000 watts power—one more rea- 


aanio STATION WAX 570 on THE DIA! 


Studios-WNAX Building, Yankton - Orpheum Building, Sioux City 
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Auto Trade Rules 
Put Much Stress 
on Advertising 


FTC Regulations to Be 
Discussed at Hearing 
March 20 


Washington, Feb. 20—The Federal 


Trade Commission yesterday made 
public its proposed trade practice 
rules for the automobile industry 
and set March 20 as the date for 
hearings on the rules by interested 
segments of the industry before the 
Commissioners here. 


The proposed rules have much 
to say about the kind of advertis- 
ing and sales promotion which 
should be labeled “unfair.” In gen- 
eral any advertisement or sales 
method which would mislead pur- | 
chasers about a car or any of its 
accessories would be an_ unfair 
trade practice. Statements having 
either the “capacity” or the “tend- | 
ency”’ to mislead or deceive on the 
construction, operation or perform- 
ance of a car would be strictly | 
taboo. 

Getting more specific, the Com- 
mission proposes to outlaw any rep- 
resentations, either directly or indi- | 
rectly, through pictures, displays, 
advertising or otherwise, that cars 
are sold or offered for sale with 
“standard equipment” when such is 
not a fact. Such advertising will 
be termed unfair if extra 
equipment at additional costs is not 
mentioned. 


Advertised Prices 


On the matter of advertised prices 
the proposed rules say: 

“The practice of picturing, in ad- 
ertisements, sales promotional lit- 
erature or otherwise, a particular 
model of motor vehicle and quoting 
in connection therewith the price of 
a less expensive model, or of a less 
expensively equipped vehicle, or 
quoting any price inapplicable to 
such model or car pictured, in such 
nanner as to purport that the price 
0 quoted is applicable to the auto- 
mobile or model depicted, when 
such is not true in fact,” shall be 


also 


In further clarification of this 
roposed rule the Commission states 
that it should be an unfair trade 
practice “to use any such depiction 
or other depictions, or any such 
price quotations, in advertisements, 
catalogs, sales literature or other 
media, in a manner which has the 
capacity and tendency or effect of 
nisleading or deceiving purchasers, 
prospective purchasers or the con- 
suming public.” 
Takes Up Financing 

So too with any advertising which 
epresents certain prices or terms as 


special’ when “they are in fact 
regular prices or regular terms.” 

On insurance and financing the 
Ci ission’s proposed rules take 
the same general form. Any false 


leading advertising of insur- 
ates and coverage, financing 
nancing charges, repurchase 
ents, transfers of instalment 
contracts, or other terms 
tions of sale would also 
ie unfair trade practices. 
rules speak clearly on adver- 


PACIFIC COAST 
REPRESENTATION 


6% 


the best known and longest estab- 
ewspaper representatives on the 
oast will represent ‘‘First’’ news- 
cities of 200,000 for 6% on the net: 
of over 500,000 4%. This commis- 
udes rent, traveling, salaries, tele- 
Promotion, etc. A first class creative 
iranteed. 


_ 
gree 
or 
be 


r further information, write 
in confidence to 


THOMAS J. WINN 


- 5th Ave., San Francisco, Calif. 


GULF JOINS FIGHT ON GAS CONFUSION 


@© A GOOD MANY confusing things can be said in 
fact sometimes avy sad show! gasoline The impor 
teat thing however for you to remember always w 
to Dury the product of s company in etch you have 
the utmast confidence = ¢ company whose sont 
policy @ t manufecture and sell only the fost 
products (het shal ecsence aod gree! racurces make 
moe 

“This is the policy of Gulf tte gasclinen Goad 
Gull and NoNow are txiey greatly unproved over 


THAT Goon cur 
- 


We made this statement on the Air | 


... now we repeat it in print 


what they were cows ott months ago fet oe ie 
months ago they were even better praducts than 
hey were the year before Al the « done a « mat 
tet of course and @ tbe eww! of lorever kLearpung 
pece orth every Emoen means of prextu: ( 


ment 


“With Gulf the policy of constantly iaproving 


apr 


GULF REFINING 
COMPANY 


| THESE 
EEE RETO S TONED 8 # emee be ro 
© womens TRE COMPAS 1 Gemeee Bom Fam bm 
A RAKED HLF LER EEE STATOR Mose tes meee Fm 


COOD CULF” DEALERS WILL SE CLAD TO SERVE YOU 


Newest recruit to the ranks of oil companies who refuse to become too excited 

about the rash of claims which has suddenly burst out in the field is Gulf Refining 

Company, which continues to stress the importance of buying from ‘a company 
in which you have the utmost confidence.” 


tising or promotional 
holding it to be an 


allowances, 
unfair trade 


| practice for any member of the in- 


dustry “. . . to pay or contract for 
the payment of advertising or pro- 
motional allowances or any 
thing of value to or for the benefit 
of a customer of such member 
the course of such commerce as 
compensation or in consideration for 


changing the mileage reading of any 
vehicle, “whether new, used or so- 
called demonstrator,” when = such 
tampering has the capacity or tend- 


'ency to mislead buyers. 


other | 


in | 


any services or facilities furnished | 


by or through such customer in con- 
nection with the processing, han- 
dling, sale, or offering for sale of 
any products or commodities manu- 
factured, sold, or offered for sale by 
such member, unless such payment 
or consideration is available on pro- 
portionally equal terms to all other 
customers competing in the distri- 
bution of such products or commod- 
ities.” 
Price Quotations 

The circulation of misleading 
price quotations would also be 
made an unfair trade practice under 
the proposed rules. Says the Com- 
mission on this point, “The making, 
publishing or circulating, by any 
member of the industry, of false or 
misleading price quotations, price 
lists, terms or conditions of sale, or 
reports to production or sales, 
whether daily, weekly, monthly, an- 
nually or for other periods, with 
the capacity and tendency or effect 
of misleading or deceiving pur- 
chasers, prospective purchasers or 
the consuming public, is an unfair 
trade practice.” 

Many of the proposed trade rules 
deal more specifically with internal 
affairs of the automotive business, 
especially relations between manu- 
facturers and distributors. For ex- 
ample, tying contracts or exclusive 
dealing arrangements, with sales 
made “on the condition .. . that the 
purchaser shall not use or deal in 
the products of a competitor of the 
seller” are outlawed “where the ef- 
fect of such contract would be to 
lessen competition or create a 
monopoly.” 


Would Protect Dealers 


as 


“It is an unfair trade practice,” 
the rules further provide, “for any 
member of the industry to coerce 
another, by threats of reprisal, in- 
timidation or other coercive meth- 
ods, to dispose of sales finance con- 
tracts to a specific finance company 
selected by such member or to 
specify or accept insurance through 
a specific insurance company, with 
the effect of substantially lessening 
competition.” 

On the matter of contract can- 
cellations, the rules voice a vigor- 
ous opinion, but make no provision 
for practical relief. They say: “The 
cancellation by either party to a 
manufacturer-dealer agreement 
without cause and without due and 
reasonable notice is condemned by 
the industry.” 

Used car buyers will be inter- 
ested in the rule which prohibits 
tampering with the speedometer o1 


REGINA 
CALGARY 
LEOMONTON 
VANCOUVER 


th 


Largest Outdoor 
Magazine Copy 
Breaks in April 


New York, Feb. 22.—South Bend 
Bait Company, South Bend, Ind., is 
launching its 1940 drive on sports- 
men with an eight-page insertion in 


| three outdoor magazines, character- | 


ized as the largest single insertion 
ever run in any outdoor consumer 
magazine. 

The eight-page advertisement, 
appearing in April Field & Stream, 
May Outdoor Life, and June Sports 
Afield, in the form of catalog 
copy, featuring the most important 
sellers in the company’s line of more 
than 4,000 items, and contains a 
coupon urging readers to secure the 
complete catalog. The first page of 
the insertion two-color bleed, 
with the remaining seven pages in 
black and white. 


1S 


1s 


. | 
The splash was merchandised to | 


the trade through the February 
issue of Sporting Goods Dealer, 
which carried the eight pages, pre- 


ceded by another page with a mes- | 


sage to the trade signed by H. P. 
Gibson, vice-president in charge of 
sales for the sporting goods house. 
It will be intensely merchandised in 
addition through mailing of reprints 


to jobbers and dealers, bound in at- | 


tractive covers, at 30-day intervals. 

Lamport, Fox & Co., South Bend, 
is the agency, with H. W. Fox the 
account executive 


Investigate Award of 
Advertising Contract 


An investigation has been 
launched by New York City officials 
of the circumstances surrounding 
the award of a five-year contract to 
Manhattan General Advertising 
| Company covering car and station 
| advertising space in the city-owned 
subway system. The company, 
which was headed by Barron G 
Collier at the time of his death, is 
said to have submitted the lowest 
of three bids, but was allegedly 
allowed to raise its offer to match 
ithe figure of the highest bidder, 
Utility Advertising, Inc. 

The contract, awarded Jan. 1 fo1 
a five-year period, calls for pay- 
jment of $228,000 for 1940, $324,000 
for 1941, $384,000 for 1942, $402,000 
for 1943, and $402,000 for 1944. 


Voids Poster Ordinance 

A city ordinance in Fall River, 
Mass., prohibiting distribution of 
posters, circulars or bills on the 
| public street, was declared invalid 
and voided in a decision handed 
down by Judge Hugh D. McLellan 
) in Federal Court. The court re- 
|fused, however, to make a similar 
decision concerning control of ad- 
vertising sound trucks. 


yet 


nybody can do 
is sum: 


* 
* 
"iy 


You can call your shots. Buy car dealers and jobbers, or independent 
service outlets and jobbers, or both, at $160 per page each, with 
Motor World Wholesale FREE, or use the entire 54,000 circulation at 
$320 per page. Rates quoted are on annual basis. 


And you get the most powerful advertising buy in the field at a lower 
price—yet you reach 85% of all the buying power. 


CHILTON PUBLICATIONS 


Chestnut and 56th Sts. 


© 
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Philadelphia, Penna. 
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N. Y., New England 
Newspapers Discuss 
Sales Problems 


Relations with Adver- 
tisers Featured Subject 
at Meeting 


| 
| 
| 
| 


Springfield, Mass., Feb. 21.—The 
joint conference of the New Eng- 
land Newspaper Advertising Execu- 
tives’ Association and the advertis- 
ing department of New York State 
Publishers’ Association which closed 


WORK AND PLAY AT NEW YORK, NEW ENGLAND MEETING 


Left, A. G. Berglund, advertising manager of the Hartford Times, takes over the piano while the boys gather for a songfest 

at the cocktail party given the newspaper’ advertising executives by Sherman H. Bowles of the Springfield Newspapers. 

Center, Henry M. Healy, advertising manager, Holyoke Transcript-Telegram, and Fred Spigel, Metro Associated Service, in 

a confab. Right, H. D. Riley, Springfield Newspapers, Kenneth C. Crain, Advertising Age, and A. C. MacGarey, Charles 
H. Eddy Company, discuss the day's program. 


here yesterday, started with a bang 
Monday morning when a self-styled | feeling between advertisers and 
“Daniel in the lion’s den,” Norris |newspapermen, a study of business 
M. Twombly, advertising manager | advertising success stories. Such a 
of the Lincoln Stores, smacked the | course, he said, would give the 
newspapermen between the eyes advertising man a better under- 
with an indictment of present rela- | standing of the individual value of 
tionships of store executives and | newspaper copy to each of his ad- 
newspaper advertising men. |vertisers. He declared that Mr. 
He derided what he termed the | Twombly’s charges were far-fetched 
“copy boy” type of advertising| and that many newspaper adver- 
solicitation, adding that he thought | tising executives have developed a 
advertising managers of newspapers | system for a high degree of cooper- 
should call in person at the stores | ation with their clients. 
for copy so that layouts and play A detailed account of the various 
could be discussed. He said he has | methods of treating type for adver- 
found that the relationships between | tising effects was presented by Mil- 


newspapers and advertisers are not| ton Anderson, representing Ameri- | 


sufficiently coordinated and implied |can Type Founders Sales Corpora- 
that the fault lies with the news-/tion. By means of prepared charts 
paper advertising managers. he showed that many as 130 

Russell Harris, national advertis- | different effects could be obtained 
ing manager of the Buffalo Courier- | by proper mixing of only a few type 


as 


Express, was the first to answer the 
charges. He said he had found it 
sufficient for retail advertising man- 
agers to contact stores by telephone 
and as proof that this was a work- 
able basis, he pointed out that his 
paper rates fifth in the United 
States as an advertising medium for 
men’s clothing and eighth in wo- 
men’s apparel. 


Study of Successes Urged 


Frank Duffey, advertising counsel 
for the Gannett newspapers, sug- 
gested as a possible basis for better 


faces. 
The chairman of the Monday 
morning session was Miles F. P. 


| Courier - Citizen, Lowell, Mass. 
Mayor Roger L. Putnam, president 


of the Package Machinery Com- 
pany, Springfield, welcomed the 
| delegates. 
Social Events Held 
At the luncheon, presided over 
by J. Maxim Ryder, Springfield 


who 
the 


Newspapers, 
chairman of 


was general 
convention, a 


MELODRAMA AD 


romance. From bea 
the interest of every 


young and old. 


This program 
friendly audience. It t 


tomers, merchandise 


A SMASH HIT AT 


56§ CHAMBER Of 
LOS ANGELES 


instantly 


ONTEICRISTO. 


THE WORLD'S MOST THRILLING 


APTED FOR RADIO 


130—QUARTER-HOUR TRANSCRIPTIONS 


Here is a serial that moves with racing speed 


through sequences rich in adventure and 


inning to end it holds 


member of the family, 


commands av: 


ast 
urns prospects into cus 
service into 


or sales. 


A POPULAR PRICE 


Audition record only $3.00 (refundable). Write or 


wire for complete information on this excellent show. 


RADIO PROGRAMS DIVISION 
WALTER BIDDICK COMPANY 


C“CYRAKACRO CE R 
\ N N CNLCE OB 


CALIF 


LU& 


IRNIA 


comedy skit was put on by Harold 
T. Riley and R. G. Seaman, both on 
Mr. Ryder’s staff. 

At the Monday afternoon session, 
presided over by Buell W. Hudson, 
The Call, Woonsocket, R. I., George 
Benneyan of the Bureau of Adver- 
tising, A. N. P. A., told of the work 


'of the bureau and Franklin B. Hurd, 


Dallison, advertising manager of the | 


advertising director of the Provi- 
dence Journal-Bulletin, gave the 
history and prospects of the New 
England Advertising Bureau, which 
is concerned with research and pro- 
motion of selling in its sectional 
field. 

Monday afternoon the delegates 
were guests of Sherman H. Bowles, 
publisher of the Springfield News- 
papers, at a cocktail party. In the 
evening many attended the fights 
in the Holyoke Arena as guests of 
Henry M. Healy, advertising man- 
ager of the Transcript-Telegram, 
Holyoke, Mass. 


Urges Advertising Stories 


At the Tuesday morning session 
Frank Duffey of the Gannett group 
suggested that advertisers 
their newspaper editors 


and ask 


that some editorial attention, either | 


a series of weekly articles. or 
a campaign, be begun to inform the 
public as to the value of newspaper 
advertising to the community itself 
He added that such a drive would 
help offset the one-sided campaign 


|currently being conducted by con- 
/sumer groups. 


J. C. MeGrath, advertising direc- 
tor of the W. T. Grant Company, 
told of his experiences with news- 
paper advertising for the chain. 
“Last fall,” he said, “we conducted 
an experiment with 30 units in 
small towns and cities where there 
were weekly newspapers with cir- 
culations as low as 1,500. We asked 
these stores to run a small adver- 
tisement once a month and to note 
its effect, not only on sales but on 
the creation of increased good will 
with the paper and the townspeople. 
At the end of six months, 87 per 
cent of these stores voted for the 
continuation of this advertising. 

“This spring we will extend this 
type of advertising to include other 
small stores.” 

Mr. McGrath said that while some 
publishers can be scared out of 10 
years’ growth by “sneaking up be- 
hind them and just whispering 
‘shopping news,’ ‘radio,’ or ‘circu- 
lars,’ only a small proportion of our 
total advertising is spent on these 
media.” 


Suggests Course of Action 


Recommendations made by the 
chain executive included the 
suggestion that newspaper advertis- 
ing men help their advertisers do a 
better technical advertising job; that 


store 


advertising men tell their adver- 
tisers how and why newspaper 
advertising pays: that readers be 


told the facts about advertising: and 
that shown how they 
can become better buyers. 

The conference closed yesterday 
afternoon with a business meeting 
it which President Hennick ap- 
pointed J. Maxim Ryder of the 
Springfield Newspapers chairman of 

committee to study methods of 
selling to chain stores. Other com- 
mittee members W. Wendell 
Budrow, advertising manager of the 
Rerkshire Fre? ing Eagle. Pittsfield. 


readers be 


are 


Mass., and J. C. Nicholson, business 
manager of The Standard Times 
Mercury, New Bedford, Mass. 


go to} 


A new membership was issued in 
the name of Bartlett Barnes, adver- 
tising manager of The Press, Bris- 
tol, Conn. 

It was voted to hold the next 
|meeting at the Parker House in 
| Boston on May 14. 


| 


U.S. Steel Unit 


Makes Radio Debut 


with Farm Program 


Cleveland, Feb. 21.—A subsidiary | 


|of the United States Steel Corpora- 
tion made its first appearance on 


the air this week when the Ameri- | 


can Steel & Wire Company began 
broadcasting a “Farm Bulletin 
Board” program over WLS, Chi- 
cago, and WLW, Cincinnati. This is 
a new departure for any company 
in the U. S. Steel group. 

Designed to sell American fence 
'and other U. S. Steel products to 
\farmers, the program over WLS 
| gives weather and crop reports and 
commodity, livestock and other 
market prices. It began Feb. 19 
jand is scheduled for Monday, 
| Wednesday and Friday from 6:15 
| to 6:30 a. m., CST. 

The WLW program is from 7:15 
to 7:30 a. m., Tuesdays, Thursdays 
|and Saturdays, and will give gen- 
| eral news flashes from all over the 
world. The program began Feb. 20. 


Willett Adds Duties 

W. Foster Willett, circulation 
manager of Spur and Plumbing & 
Heating Journal, has taken over the 
same duties for Aero Digest, Sports- 
man Pilot and Revista Aerea. He 
succeeds Robert Sanford, resigned. 


Keen Names Agency 


Keen Poultry Equipment Com- 
pany, Vineland, N. J., has appointed 
Broomfield-Podmore, Trenton, N. J., 
its advertising agency. Maga- 
zines, business papers and direct- 
by-mail will be used. 


| as 


Green Tree to Needham 
Green Tree Packing Company, 
New York, has appointed Needham 


& Grohmann, New York, to direct 
promotion of its meat and food 
products. Initial advertising will 


be on Green Tree smoked tongue. 


British Censor 
Lists ‘Don'ts’ 
for Advertisers 


London, England, Feb. 5.—Py))). 
cation copy, sales bulletins ang 
house organs must be scrutinized by 
advertisers not only for their sale: 
effectiveness, but as a source of jp 
|telligence to Germany, Sir Walte 
T. Monckton, director-general] 
the Press and Censorship Bure; 
warned the Incorporated Society o; 
| British Advertisers in a lunche 


ee 
— 


address. Later Sir Walter elab- 
orated in an interview with Ader. 
tisers Weekly. 

“It is obvious,” he said, lat 


pictures of battleships or of some 
activity of the services should 
submitted to the censor before pu} 
lication. Furthermore, certain con- 
ditions of weather or industry ; 
give rise to the need of advert 
‘ments which, strictly speak ng. 
make information available to the 
enemy. 


ay 


Copy That Tattles 


“For example, a water company’s 
warning to consumers might tell! of 
,the existence of a drouth. The 
need for skilled labor by a firm 
|manufacturing armaments’ might 
disclose the whereabouts of a: 
existing or proposed factory. In 
case of urgency, the censorshi; 
might pass such advertisements, but 
failure to consult us could have 
serious consequences.” 

The possibility of giving informa- 
|tion to the enemy is even more 
‘serious in the case of sales bulle- 
|tins, Sir Walter asserted. A com- 
; ment on transport problems and the 
idifficulty of salesmen in covering 
| their territory might well lead t 
inferences concerning weather con- 
ditions should the document 
into unfriendly hands. 

Specialists in compilation of se- 
lected lists of names and addresses 
should confide these lists only 
employes who are above suspici 
Sir Walter said. While this would 
be true under any conditions, it ap- 
plies particularly at the moment 
| since many of these companies dis- 
patch parcels to members of 
fighting forces and have voluminous 
lists of names and addresses 
these combatants. 


the 


Harlan Joins Agency 

Mac Harlan has resigned from 
Domestic Finance Corporation, 
where he was director of advertis- 
ing, to become vice-president, sec- 
retary and director of the von 
Weller-Lyon Company, advertising, 
501 S. La Salle street, Chicago. 
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ADVERTISING AGE 


inlanders Given 
Pian for Solving 
Consumer Problem 


Distinction Drawn Be- 
tween ‘Real’ and ‘Pro- 
fessional’ Buyer | 


Chicago, Feb. 20.— Drawing a 
sharp distinction between “real” 
ind “professional” consumers, G. D. 
Crain, Jr., publisher of ADVERTISING | 
Ace, today gave the Inland Daily 
Press Association a formula for 
meeting the new problem. Cordial 
and sympathetic cooperation should 
be extended the former, while every 
attack of the latter should be met | 
with a vigorous counter-attack, he 
said. 

Mr. Crain. shared the _ initial 
session of the 56th annual meeting | 
of the publishers’ organization with | 
Fred W. Schaub, Decatur Herald & | 
Review, chairman of the Inland ' 
committee on cost studies; Frank 
Maloy, manager of the Journal & 
Times-Herald, Lorain, O., who told 
how reader interest surveys are 
made and used by that newspaper, 
and FE. P. Adler, publisher, Daven- 
port Times, chairman of the Inland 
newsprint committee. 

“Advertised products are in most 
manufactured according to 
high standards of quality and repre- 
sent the best available values,” said 
Mr. Crain. “Some consumers doubt 
this. They have been told that 
through the power of advertising 
worthless products or those carry- 
ing artificially high prices are be- 
ing foisted on the public. 


cases 


An Effective Answer 


“The simple answer to this charge 
is to bring the consumer closer to 
the producer—to let her see just 
how advertised products are made, 
and to realize the care and effort 
which advertisers put into the task 
of making goods which meet the 
highest standards of quality and | 
value.” 

The Meredith Publishing Com- 
pany, he said, recently suggested 
that a manufacturer-consumer week 
be held to allow consumers in every 
community to visit plants and see 
the goods actually being made. 


ithat all 


RESUME DEBATE ON CONSUMER MOVEMENT 


_s, Fas 


Following a talk on the consumer movement by G. D. Crain, Jr., publisher of 
Advertising Age, before the Inland Daily Press Association, Mr. Crain was sur- 


rounded by publishers anxious to pursue 


the discussion. Left to right, George A. 


Osborn, publisher, News, Sault Ste. Marie, Mich.; John A. McDonald, News, 


Saginaw, Mich.; Mr. Crain; Philip T. 


Rich, publisher, News, Midland, Mich. 


While he regards this as an excel- 
lent idea, Mr. Crain said that it 
should be put into practice through- 


| out the year —that the latchstring 


should be placed on the outside all 
the time. 

“Newspaper publishers,” he as- 
serted, “can help promote the idea 
of the manufacturers in 
their territory, especially advertis- 
ers, should encourage and _ invite 
consumers, including women’s clubs, 
parent-teacher organizations and 


|other similar groups, to visit them 


and get a first-hand view of just 
how their products are made, and 
with what care the interests of con- 
sumers are protected. 

“The Instructor Magazine has 
started a campaign along this line, 
urging teachers to take their classes 
to local factories and see, 


on in the plants which supply them 
with their food products, clothing, 
and household needs. That's a job 
which every local newspaper should 
take on, thus insuring a_ better 
understanding and appreciation of 
industry on the part of every con- 
sumer.” 


Question of Price 


If newspapers and manufacturers 
all over the country worked to- 


gether to promote this idea of get- | 


ting Mrs. Housewife and her 
children inside manufacturing 
plants, Mr. Crain continued, “con- 
sumers would find most of their 
questions about products and their 
quality answered automatically, 
since few consumers worry too 


This advertisement 


sponsored by more than 460,000 families 


EEDED 
287,319 


POUNDS OF BEEF 


WILL PAY ADVERTISED PRICES 


We will buy within twenty-four hours steak, roasts, boiling pieces and other 
types of beef totaling more than 287,000 pounds. During the same time we 
will buy 163,773 pounds of sugar and 13,721 pounds of tea. If you have 
‘ood products to sell let us have your proposition at once. We'll pay adver- 
‘ised prices. Call a representative of the Rodney E. Boone Organization 
‘offices in principal cities) and arrange to present your selling offers before us. 


who 


represent the market of the readable, reliable Chicago Herald-American 


as an edu- | 
cational experience, just what goes | 


much about prices when they know 
they are getting quality.’ Likewise, 
this plan would knock the props 
from under the “professional” con- 
sumer, engaged in exploiting the 
| present situation. 

| The publisher concluded with the 
assertion that while advertising is 
|already severely supervised, self- 
| regulation should still be practiced. 
He urged that advertising be made 
|not only scientifically and technic- 
|ally correct, but complete, informa- 
| tive and helpful to the woman who 


| buys. 

| “Let's continue to increase the 
|factual content of advertising, to 
|stress informative labeling, and to 


train retail salespeople in the cor- 
rect presentation of exact informa- 
tion regarding the products they 
sell,” he urged. 

Mr. Schaub presented some 
ures covering 75. identical 
papers for 1937 and 1938. In the 
former year, revenue per subscriber 
from all sources amounted to $18.48; 
‘in 1938, it was $18.16. Circulations 


of the 75 dailies decreased 8,000, or | 


|nine-tenths of 1 per cent, in 1938 
Aggregate income declined about 
$458,000 in 1938. 

Uses of Surveys 
| Mr. Maloy said that his news- 
paper has been able to keep its 


finger on the public pulse through 
contacts with 69 key families in a 
| city of 50,000, through careful selec- 
tion of this sample. The accuracy 
|}of the newspaper's predictions, 
based on this small 
has been verified in 
instances. 

Such a survey is valuable both 
to the editorial and business depart- 
ments, he said. It has resulted in 
a revamping of sport pages, elimi- 
nation of some features, and _ in- 
stallation of new ones which proved 
popular. Local stories ranked high 
in all such surveys, he said. Virtu- 
ally all photographs are scanned 
carefully, serials rate low in the 
scale, and cross-word puzzles con- 


cross-section, 
innumerable 


the readership. The 
whether to jump or not to jump 
stories is still undecided, though ap- 


parently if the story is important | 


enough, readers will follow it to any 
section of the paper 

The editorial changes, made at 
the rate of not more than two in 
any one month, resulted in a four 
per cent circulation gain, Mr. Maloy 
reported 

Mr. Adler took an_ optimistic 
view of the newsprint situation, in 
|spite of the fact that considerable 
supplies of Norwegian and Swedish 
paper are still finding their way 
into the United States. There will 
| be no increase in the price of news- 
| print in the second quarter of 1940, 
| and probably none in the second 
pas. he said. 


Named Representative 


Alleva & Riordan, Philadelphia. 
national advertising trade paper and 
general magazine representative, 
|has been appointed Philadelphia 
land state representative for Busi- 
iness Promotion, Chicago: School 
| Arts, Worcester, Mass., and Super- 
|vision, New York City 


Open Buffalo Agency 


| The Union Sales & Advertising 
Agency has been opened at 508 
|Genesee St., Buffalo, by Robert D. 
Struble and Edward H. Baker 


fig- 
news- | 


tinue to intrigue a large segment of | 
question of | 


Oklahoma Acts to 


Tighten Intrastate 
Food, Drug Sales 


Oklahoma City, Feb. 20.—Regula- 
tions foods, drugs and 
cosmetics manufactured and distrib- 
uted within the boundaries of Okla- 
homa, following the same stringent 
pattern laid down in the new fed- 
eral food and drug law, will be put 
in effect about July 1, Jim P. Folan, 
assistant state health commissioner, 
announced yesterday 

The last legislature passed a bill 
requiring that food and drug legis- 
lation be brought up to date in con- 
formity with the federal 


covering 


revisions 


adopted last year The present 
state statutes follow the _ federal 
regulations of 1906. 


The new regulations will include 
provisions for giving the exact con- 
tents of all goods in the container 
They will instances which 
now are exempt from federal laws 
because they are not involved in 
interstate commerce 

Since federal and state inspectors 
work closely 
will be an 


cover 


forme! 
in en- 


together, the 
important factor 


forcement of the state regulations, 
turning evidence of intrastate viola- 


tions over to state officials, it is 
said. 
Thorough enforcement of the 


regulations would require consider- 


able enlargement of the staff of 
state inspectors, Mr. Folan said. 


There are only six now, and they 
are hotel and sanitary inspectors, 
as well as food, drug and cosmetic 
inspectors. 

“However, they will be able to 
pick up many samples,” he said 
“And the fact that some sort of 
check is being made is expected to 
bring voluntary compliance with the 
regulations in most instances.” 

Mr. Folan has asked the federal 
health service to send him copies of 
regulations adopted successfully in 
other states, upon which to base the 
Oklahoma setup. 

The constitutionality of the law 
and regulations was confirmed last 
week in an opinion given by Mac 
Q. Williamson, attorney general, on 
request of Dr. G. F. Mathews, state 
health commissioner. 


Elisworth Succeeds Hall 


Donovan Hall, who has resigned 
as director of advertising and pub- 
ilicity of Ross Federal Research Cor- 
poration, New York, has been suc- 
ceeded by Thomas B. Ellsworth, 
who has been with Ross Federal for 
the past year and one-half. 


NUMBER THREE . 


To those advertisers who realize “plain printin” is 
as antiquated as Aunt Fanny's outdoor plumbing 
—and that today’s printer MUST have the talent to 
originate as well as the skill to produce 


ourselves—the 


ART WORK 
BLOTTERS 

: BOOKLETS 
BOX WRAPS 
BROADSIDES 
CALENDARS 
CATALOGS 
CHRISTMAS CARDS, TAGS 

& SEALS 

CIGAR BANDS & LABELS 
COLOR PHOTOGRAPHY 
COPY (Direct Mail & Editorial) 
DIRECT MAIL CAMPAIGNS 
DISPLAYS 
ELECTROTYPES 
ENGRAVINGS 


TALENT TO ORIGINATE 
| 


| 


. of a series - COMPLETENESS 


American Colortype Company. 
e Ours is a full organization incorporating every 
“tool” needed to design and produce quality selling 
helps—from ideas to inks, dummies to delivery. 
More than that, within the organization we have 
that happy balance of personnel that can lick the 
daylights out of that “special problem.” It’s been 
our job for 45 years. And, 
woblem ours... just as we have for a score of 
lappy top American enterprises from East to West. 


OUR SERVICES 


we present 


we'd like to make YOUR 


INCLUDE 


FOLDERS 

GREETING CARDS 

HOUSE MAGAZINES 

JUVENILE BOOKS 

LABELS 

LETTERPRESS PRINTING 

MACYART (3rd Dimension Printing) 

MAIL ORDER COVERS, INSERTS, 
FLYERS 

MAGAZINE INSERTS & COVERS 

METAL SIGNS 

OFFSET PRINTING 

PAPER NOVELTIES 

PICTURE POST CARDS 

POSTERS 

WINDOW DISPLAYS 


SKILL TO PRODUCE 
| | 
} 


I | AMERICAN COLORTYPE COMPANY 


Printers, Lithoya 


| 
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February 26, 1949 


GREAT AMERICANS AT HOME | 
NO. 4—DRUG MAGNATE 


AT OFFICE 

IS FASCINATED WITH LUMINOUS 
CAP FOR TOOTHPASTE TUBES 

... BUT ASKS HIS DESIGNER: 
“WHO BRUSHES HIS TEETH IN 
THE DARK ANYWAY ?"... 


AFTER LUNCH 
REVIEWS RESEARCH LABORA- 
TORY BUDGET . . . REJECTS 

; TREASURER'S RECOMMENDA- 
ke. TION TO RETRENCH. 
DEVELOPMENT ON ANTI- 
TOXIN 42-8 MUST GOON... 


AT HOME... FINDS WIFE ON SOFA SURROUNDED WITH 
MEDICINE BOTTLES... HEAVES SIGH OF 
RELIEF WHEN SMALL DAUGHTER SHOUTS: 
“YOU PLAY DRUGSTORE BOY, DADDY... I'M 
PLAYING DOCTOR!" SURE, BUSINESS IS SWELL 
BUT— 


.and the fun of living is not confined to those who 
can afford to override the Treasurer himself! Whether 
you are selling mouthwashes or mattresses, the mar- 
ket that really counts is made up of people with the 


7 desire and the wherewithal to buy. The American 
ea Home magazine — with its editorial pages and adver- | 
4 i tising devoted exclusively to usable ideas on living— | 
a today offers these people more ideas than any other 
- magazine ... has gained over a million and a half 

new readers since 1933! 

— .. Seems like a profitable market-place in which to 

. nh 
_ show and sell your wares . . . | 
[ 

Among major magazines, The Among major women's and home- 
AMERICAN HOME today is FIRST service magazines, The AMERICAN 
. in percentage of: HOME is FIRST in percentage of : 
e ... readerfamilies with incomes over 820 .. total men and women readers per 
a week" reader-family* 
.. editorial lines (actual) on homemaking .. readerfamilies with executive and 
_ homemaker readers per reader-family * professional family heads* | 
. cireulation in Metropolitan Suburbs .. circulation in Metropolitan Markets | 
At a Mass Rate for Selective Selling! "Storch, 1939 


8 THE PRIMARY HOMEMAKER MARKET 


44 / : it 
OF mie 
POPULATION 


“ OVER 1,750,000 FAMILIES LIVE BY 


a “Avericwn Home 


THE MARKET-PLACE FOR IDEAS ON LIVING 


. Getting Personal 


nr 


One adman who is particularly interested in news reports of 
participation in World War II by Canadian aviators is G. Allen Reeder, 
newly-appointed a.m. of Carstairs Bros. Distilling Co., who served 
Canada as a lieutenant in the Royal Flying Corps during World 
Warl... 

Norman Cotterill, v.p., World Broadcasting System, threw a party 
to celebrate the third anniversary of the air show, “The Heart of Julia 
Blake,” sponsored by Armstrong Cork Co. Betty Worth, who plays 
the title role in the serial, baked a cake described as “edible” which 
was consumed in part by three guests of honor from the agency, 
BBD&O. Included were Arthur Pryor, Jr., radio director, Kenneth 
Webb, director of the program, and W. F. Moore, account execu- 
tive... 

L. M. Rousseau, a.m., Peter Doelger Brewing Corp., Harrison, 
N. J., who finds time for accomplishments in the fields of fiction and 
drama, has done considerable research on the advertising and mer- 
chandising 
methods of 
European brew- 
ers. Results of 
his investiga- 
tion are appear- 
ing in a series 
of articles in 
Brewers Jour- 
| 

Finished 
with the details 
of getting set- 
tled in his new 
office, Max Gel- 
ler, half of the 
new Weiss & 
Geller agency, 
has joined the 
Florida contin- 
gent for a fort- 
night. . . 

D. P. Smel- 
ser, P&G re- 
search director, 
missed the An- 
nual Advertis- 
ing Awards 
festivities. An 
appendectomy 
kept him con- 
fined to a hospital bed. . . A single feminine figure broke the solidarity 
of the masculine front at the head table. She was Margaret Fishback, 
one of Macy’s advertising satellites, and even better known as a writer 
of light verse. She was one of the awards judges... 

Introducing the celebrities at the dinner, Mark O’Dea drew a 
guffaw from the audience when he offered the makings of a new 
onomatopoetic agency—Benson-Butler-Britton. . William A. Hart, 
duPont advertising chief, did a creditable job as master of ceremonies 
but encountered considerable difficulty in deciding how George W. 
Cecil, N. W. Ayer v.p., pronounces his name. As Cecil made trip after 
trip to the head table to receive awards, Hart found the going tougher 
and tougher. Finally he compromised by dubbing Cecil “Smith” and 
then “Brown.” . . 

Bill Cunningham, not the Boston sports writer but the member 
of True Story’s New York staff, is sporting a much-envied tan as the 
result of recuperating from an appendectomy at Miami Beach’s Mac- 
fadden-Deauville. Contrary to oomph girl Ann Sheridans advice, 
Bill decided against the crescent scar in favor of his own streamlined 
design. . . 

Agency men do everything. Right now L. A. Casler of Stewart, 
Hanford & Casler, Rochester agency, is an actor, playing a part in a 
Delco heating playlet which is 
‘showing to sales gatherings here 
and there. . While Easterners 
(such as Benedict Gimbel, Jr., 
WIP president) head toward 
Florida, Middle Westerners seem 
to favor the West more and more 
for that winter relaxation. Two 
examples are O. T. Carson, Do- 
mestic Engineering publisher, 
who’s off to California, and Sam 
Dunn of Simmons - Boardman, 
who is sunning at Phoenix. 

When Bill Weaver of the 
Cleveland Ad Club banged so 
vigorously with the presidential 
gavel at a recent luncheon that 
he shattered it, he was lucky to 
have C. C. Howard of the Erie 
Railroad sitting next to him 
Woodworking is Howard’s 
hobby, and he insisted on doing 
the necessary repairs person- 
ally... 

Radio and the movies joined 
hands last week in Los Angeles 
when CBS production staff mem- 
ber Sterling Tracy took a life- 
time job with Mary Jane Leech of Warner Brothers Studio publicity 
staff... 

One of those “once in a lifetime” stories concerns Frank Harting. 
General Motors publicist. Anxious to keep in practice in composition, 
he frequently writes letters such as one to Santa Claus. When he 
learned Mrs. Franklin D. Roosevelt occupies a neighboring Green- 
wich Village apartment when in New York, he wrote the First Lady, 
inviting her to tea. He had never met her, and expected nothing more 
than a polite refusal from a member of the White House secretariat 
To his surprise, she accepted and came. Since then he has become a 
friend of the Roosevelts, and their guest at Hyde Park and the White 
House, all because of the swell letter he wrote to keep in practice 

M. M. Young, director of consumer sales, Tivoli Brewing Com- 
pany, Detroit, proved himself a man of action last week. He flew in 
to New York to attend the all-day consumer meeting, determined to 
find out exactly what the consumer wants. Evidence that he made a 
discovery will be revealed in the forthcoming Tivoli campaign. . . 


LEGLERS FIND BERMUDA RESTFUL 


Mr. and Mrs. Henry Legler (Warwick & Legler, Inc.), take 
time off to pose for a typical Bermuda scene on the dock at 
Hamilton. 


IN THE SUN 


New York World-Telegram's promotion 

manager Lee Tracy managed to find 

some sun in Miami. He's back at work 
now. 


Trademarks Pop i‘ 
Up as Newest 
Fabric Design 


Women's Clothes +, 
Carry Marks of Many 
Leading Advertisers 


New York, Feb. 21.—Women 
normally one of the major ob i 
tives of national advertising, \;j}) 
serve as one of its media as the re. 
sult of a novel promotion staged by 
Princess Fabrics, Inc., on its spring 
collection of prints. 

In casting about for new designs 
for its materials, Princess hit upon 
the happy thought of using the 
trademarks of well known adver. 
tisers as motifs. As a result, many 
females are expected to serve as 
perambulating posters for coffee. 
gasoline, pineapple juice, beer and 
other products whose symbols make 
attractive patterns. 


30 Symbols Used 


Although Princess confines its 
advertising to cooperative arrange- 
ments with retail stores, the novelty 
calls for an extensive program, 
since 2,000 stores have signified 
their willingness to join in the pro- 
motion. The initiative in advertis- 
ing was taken this week by R. H 
Macy & Co., which devoted a full 
|page in New York newspapers to 
| describing and illustrating a num- 
| ber of the trademark designs. 

Thus far Princess has produced 
;material carrying the advertising 
symbols of about 30 leading firms 
About 30 more are expected to sign 
up during the next few months. At 
first some hesitancy was shown by 
many advertisers in releasing their 
trademarks, but when the first few 
swatches of “copy” were shown, an 
avalanche of consent occurred. 


Symbols Now Being Used 


Among the symbols which have 
already been woven into milady’s 
dresses, blouses, scarfs and sports- 
wear are the three rings of Ballan- 
tine’s beer, Pontiac Motors’ Indian 
head, Planter’s peanut man, Bell 
telephone’s bell and Maxwell] 
House’s coffee cup. Several adver- 
tisers are represented by two marks, 
such as Coty, whose powder puff 
and magnet symbols have _ been 
chosen, and Socony-Vacuum, whose 
flying red horse and gargoyles lend 
themselves to interesting patterns. 

Many advertisers involved in the 
promotion have realized its sales 
value to themselves and are endeav- 
oring to capitalize on it. Some firms 
have arranged to buy smocks of 
material bearing their own marks, 
to be worn by their employes, in 
their offices and at World’s Fair 
exhibits. 

Gussow-Kahn is the agency 
charge of Princess promotion 


COLLINS © 
MILLER & © 
HUTCHINGS 


| PHOTO-ENGRAVERS 
| IN CHICAGO 
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Advertising Age, The National Newspaper of Advertising 


—_—_ 


Advertising Age 


regularly serves 
more advertisers 
than any other 


advertising journal 


ABC-ABP Offices in New York, Chicago, Atlanta, San Francisco and Los Angeles 
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G-E Supply Show 
Taking Products on 
Tour of Ten Cities 


Hartford, Conn., Feb. 20. A 
traveling show of the latest elec- 
trical equipment, sponsored by the 
General Electric Supply Corpora- 
tion, made its first stop here in an 
itinerary which will include ten 


ADVERTISER 


General Mills, Inc. 


“Beat the Band” (NBC) 


OFFER AND REQUIRE- | 


MENTS 


$10 to radio audience for 
each musical question used. 
If no member of band an- 
swers correctly, additional 
$10 and case of Corn Kix 
to sender. 


~ Quaker Oats Co. — 
“We the Wives” (NBC) 


$10 to radio audience for 
questions used and_ sub- 
mitted with Quaker Farina 
seal. Six in studio audience 
compete. Of 25 silver dol- 
lars in cash register, $1 is 
awarded for each correct 
answer; remainder divided 
among members of winning 
team. 


“It Happened in Holly- 
wood” (CBS) 


$500 to radio audience for 


awarded daily to radio audi- 
ence for submitting name of 
favorite song. 


major Eastern and Midwestern TIME 
cities. Electrical contractors and — 
industrialists are given an oppor-| ~—. 
tunity to see operating exhibits of 
20 lines of electric equipment from 
switchgear to fluorescent lamps, and 
«a House of Magic demonstration. 

Cities to be visited include Buf-| 3:30-4 p.m. 
falo, Cleveland, Detroit, Chicago, 
Cincinnati, Pittsburgh, Baltimore, 
Philadelphia and Newark. Coop- 
erating with General Electric Sup- 
ply Corporation in presenting the 
show are the American Blower 
Company, Holophane Company, 
Miller Company, Curtis Lighting, 
Inc., and Trumbull Electric & Mfg. ——— —— 
Company. Monday 

In the 20 tons of equipment on 8-8:30 p.m. 
display are motors and controls, | ——————— 
pyranol transformers, switchgear, 5:30-5:45 p.m. 
time switches and_ instruments, (daily) 
small heating devices, voltage regu- 
lators, wire and cable, wiring ma-| 74> 
terial and various types of lamps ma 
and lighting fixtures. 1:45-2 p.m. 

ecm (daily) 

Craig to Direct | 


Westinghouse Show 
Westinghouse Electric & Mfg. 

Company, East Pittsburgh, Pa., has | 

appointed Albert P. Craig, Jr., di-| 


Procter & Gamble Co. 
“The Goldbergs” (CBS) 
“Road of Life” (CBS) 


rector of the $1,600,000 exhibit at! 1:15-1:30 p.m. 
the New York World’s Fair of 1940 (daily) 
Mr. Craig was assistant director of | 

the 1939 exhibit. 


Paragon Plans Campaign 

Paragon Distributing Corpora- 
tion, New York, will begin a maga- 
zine campaign for its Eternol Tint 
oil shampoo treatments in April. 
Insertions over a period of three 
months are scheduled for Modern 
Romances, Modern Screen, Photo- 
play, Screen Romances and Vogue. 
Morton Freund, New York, directs 
the account. 


9-9:30 p.m. 


Three Name Bromberg 

M. D. Bromberg & Associates, 
New York, has been appointed 
advertising representative of La 
Accion, morning and evening daily 
newspaper of Rosario, Argentina, 
and Vosotras and Radiolandia, | 
weekly magazines published in| 
Buenos Aires. 


Shinola to B&B 


Hecker Products Corporation, 


New York, has appointed Benton & (daily) 
Bowles, New York, to direct adver-| 5:45-6:00 p.m. 
tising for all products of its shoe (daily) 
polish division, including Shinola, | 12:15-12:30 p.m. 
2-in-1 and Bixby’s Jet-Oil. Radio (daily) 
will be used for Shinola and news- | 11:30-11:45 p.m. 
papers and farm papers for the (daily) 


other two products. 


Watson Lee Joins CBS 


Watson Lee, formerly Eastern ad- 
vertising manager of Woman’s 


Home Companion, has joined the (daily) 
sales staff of Columbia Broadcast- | 10-10:15 p.m. 
ing System, New York. (daily) 
A i 
growing ee 
e e 12-12:30 p.m. 
st a t ion in q@ | (rebroadcast) 


growing market 


| 


—Baltimore! 5; 


| 10:30-11 p.m. 


8:30-9 p.m. 


ON THE NBC RED NETWORK 


3:15-3:30 p.m. — 


“Life Can Be Beautiful” 
(CBS) 


Mars, Inc. _ 
“Dr. I. Q.” (NBC) 


10:30-10:45 a.m. Procter & Gamble Co. 


“Mary Marlin’ (NBC) 
“The O'’Neills” (NBC) 


“The O’Neills” (NBC) 
“Against the Storm” 
(NBC) 


“Ma Perkins” (NBC) 


“The Man I Married” 
(NBC) 


J. B. Williams Co. 
“True or False’ (NBC) 


Brown & Williamson To- 
bacco Corp. 

“Uncle Walter's 
House” (NBC) 


Dog 


Canada Dry Ginger Ale, 
Inc. 

“Information Please” 
(NBC) 


Members of radio audience 
complete in 25 words: “I 
like Oxydol because—.” For 
best answers, each program 
gives seven prizes of $100 
each daily, $1,000 weekly 


grand prize and _ $5,000 
grand prize at end of con- 
test for the best weekly 
winner. 


Members of radio audience 
complete in 25 words: “I 
like Ivory soap because—.” 
Weekly prizes of ten Buick 
sedans, with 1,000 gallons of 
Texaco gas, $50 credit for 
service or accessories. Also, 
100 prizes of $10 each. 


$150 awarded to radio audi- 


ence for three sets of “right 
or wrong” statements used, 
submitted with “Forever 
Yours” wrapper. $100 di- 
vided among members of 
studio audience who answer 
correctly. Contest: $50 and 
box of Milky Ways to listen- 
er who submits most inter- 
esting description of a per- 
sonality, with a box top 
from a 24-bar box of Milky 
Ways. $50 to member of 
studio audience who guesses 
personalities from clues 
(amount diminishes with 
number of clues given) and 
the amount the studio audi- 
ence fails to win is added to 
prize for contributor. 
Members of radio audience 
complete in 25 words: “I 
like Ivory soap because—” 
accompanied by wrappers 
from one large and one me- 
dium cake of Ivory. On 
each program, ten Buick 
sedans awarded weekly, 
with 1,000 gallons of Fire 
Chief gasoline, $50 credit for 
accessories or service. Also 
100 prizes of $10 each. 


Members of radio audience 


complete in 25 words: “I 
like Oxydol because—.” On 
both programs, seven daily 
prizes of $100 each, $1,000 
weekly to best daily winner, 
and $5,000 grand prize at 
end of contest for best 
$1,000 winner. 


Two teams of six persons 


each of the radio audi- 
ence compete to answer 
questions. Each contestant 
receives an “I.Q.” game. 
Each member of winning 
team receives $5 and the 


grand winner receives $25. 


Members of radio audience 
receive $50 with Kaywoodie 
pipe and Raleigh tobacco for 
best letters telling why they 
are in the “dog house.” Pipe 
and tobacco for 11 next best 
letters. Alibi contest for ali- 
bis submitted awards $5 for 
each alibi used. Members of 
studio audience vote for best 
and sender receives $25. 
Pipe and tobacco given to 
second and third best. 

$5 to members of radio 
audience for questions used 
and $10 with set of Encyclo- 
pedia Britannica (value 
$350) to senders of ques- 
tions that “stump the ex- 
perts.” 


TIME 
| 8:30-9 p.m. 


This Week's Store of Treasure on Redio Waves 


To indicate the number and variety of prize contests, free offers and similar rewards to listeners which are currently featured on 
radio programs, ADVERTISING AGE presents herewith an outline of network programs for the week of Feb. 25-March 2, showing the 
type of prize offer or contest being featured, requirements for entries, etc. 
incomplete, and that it attempts to embrace major national network shows only. Local programs, national spot, and regional programs 
are not included. A careful estimate of prize offers and radio contests presented in these columns last week, indicate that radio 
listeners are currently vying for cash and merchandise rewards totalling almost $120,000 a week. 


a 


It should be borne in mind that this list is necessarily 


OFFER AND REQUIRE. 
MENTS 

$1,000 to person who is at 

home when called on the 


ADVERTISER 
Lewis-Howe Co. 
“Pot o’ Gold” (NBC) 


9-9:30 p.m. 


Wednesday _ 
8-8:30 p.m. 


10-11 p.m. 


8:30-9 p.m. 
11:30-12 mid- 
night 
(rebroadcast) 


Thursday 
8-8:30 p.m. 
11:30-12 mid- 
night 
(rebroadcast) 
Friday 
8-8:30 p.m. 


7:30-8 p.m. 
9-9:30 p.m. 
(rebroadcast) 


~ American Tobacco Co. 


_telephone. oor 
Two teams, of four men and 


Cummer Products Co. 


“Battle of the Sexes” four women, from studio 
(NBC) audience answer questions. 
Members of winning team 

receive Bulova watch and 

tube of Molle shaving crean 

and members of losing team 

get Westfield watch, tube of 

: Molle shaving cream. 

Curtiss Candy Co. $5 to members of radio 
“Cash on Delivery” audience for questions sub- 
(MBS) mitted. Three $100 U. §. 


“baby bonds” to members of 
studio audience who answer 
questions correctly. Studio 
audience also plays on “Pay 
Board,” choosing disks 
worth from $5 to $20. 
First prize of $35, second 
prize of $20 and four prizes 
of $10 each to six members 
of studio audience who an- 
swer musical questions cor- 
rectly. Each contestant gets 
carton of Lucky Strikes 
Radio audience receives $5 
for each riddle used and 
submitted with Tums wrap- 
per. Persons sending in two 
best riddles receive a 1940 
Willys - Speedway sedan 
Studio audience receives $5 
for each riddle answered 
correctly and $1 for each 
answered incorrectly. 


“Kay Kyser” (NBC) 


Lewis-Howe Co. 
“Quicksilver” (NBC) 


Colgate-Palmolive-Peet 
Co. 
“Ask-It-Basket” (CBS) 


Members of radio audience 
who send questions used on 
program get a year’s supply 
of Colgate dental cream. 


Mennen Co. Members of radio audience 
“Colonel Stoopnagie’s receive $10 for “Quixie Doo- 
Quixie Doodle Contest” dles” and $5 for three other 


(MBS) types of entries used on pro- 
gram. Studio audience re- 
ceives $125 for answering 


“Quixie Doodles” correctly. 
Six weekly prizes of $25 
each and a bottle of Teel 
awarded to members of ra- 
dio audience for sets of five 
questions and answers 


~ Procter & Gamble Co. 
“Professor Quiz” (CBS) 


9:30-10 p.m. 


10:30-11 p.m. 


Saturday 
8-8:30 p.m. 


8:30-8:55 p.m. 


7-7:30 p.m. 


9-9:30 p.m. 


~ Ohio Oil Co. 


Cummer Products Co. Radio audience receives $5 
“What Would You Have for each “perplexing situa- 
Done” (NBC) tion” used. Members of 
studio audience tell what 
they would have done under 
the circumstances. Package 
of four Energine products is 
awarded to each contestant 
and $5 to the winner of the 
evening. 
Members of radio audience 
submit musical question on 
official blank obtained from 
dealer. For those used, $2 
is awarded if questions are 
on blank, and $1 if not on 
blank. Dealer who _ issued 
blank receives $2. 


“Marathon Melodies” 
(NBC) 


Members of radio audience 
receive $5 for questions 
used. Members of studio 
audience receive $5 for an- 
swering three parts of the 
questions, $3 for two parts 
and $1 for one part. Ther 
is also a jack pot. 
Seven diamond rings 
awarded to members « rae 
Orches- dio audience who suom 
best letters on their ta 
ite musical number. 
Members of radio aud nce 
“What's My Name” (NBC) submit names _ of eile 
known personalities 
four sets of clues for 
tification. $10 anda“! 
My-Name” game awarce 
for entries used. Mé: ers 
of the radio audier 
ceive $10, $9, $8, and 
correct answers alt ne 
first, second, third t 
fourth clue, resp 
Contestants unable 
swer questions rect 
and all receive the | 
Wm. R. Warner & Co. Members of radio : 
“Youth Vs. Age” receive $5 for q 
used. Two teams 
studio audience compe" 
answer questions. Mem» 
of the winning team ' 
$10 each and members 


Philip Morris & Co. 
“Name Three” (MBS) 


Colgate-Palmolive-Peet 
Co. 

“Wayne King’s 
tra” (CBS) 


Procter & Gamble Co. 


losing team, $5 each 
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NEW AND OLD PRESIDENTS TALK IT OVER 


Clinton F. Karstaedt, Daily News, Beloit, Wis., and new president of the Inland 
Daily Press Association, was found in a serious mood as he talked things over 
with his predecessor, Tom H. Keene, Elkhart Truth. 


Frank Maloy, manager of the Journal & Times-Herald, Lorain, O., being quizzed 
by C. H. Clark, Bureau of Advertising, ANPA. 


Don Anderson, Wisconsin State Journal, Madison, strikes a gay note in a chat 
with Kenneth E. Olson, dean, Medill School of Journalism, Northwestern Uni- 
versity. 


R. Heath Davis, Chicago manager of J. 
sentative, checks up with one of his publishers, E. C. Hewes, Commercial-News, 


Danville, Ill. 


P. McKinney & Son, newspaper repre- 


Old Colony Moves 


Old Colony Advertising Company 


V be 
nue P 


located at 450 


Potters ave- 


rovidence, R. I., after March 1. 


Cochran Joins B&B 


Burt Cochran, 
Stirling Getchell, 
previously with McCann-Erickson 
|for 14 years, has joined 
| Bowles, New York, in an executive 


formerly with J. 
New York, and 


MAILING SERVICE ©" 


Multigraphing 
\ddressing - Mimeographing 


THE LETTER SHOP, Inc. 


Wa sa, 


Dearborn St. 
CHICAGO 


Filling-in 


Wabash 8655 | Company. 


MacPherson Names Sun 


Sun Advertising Agency, Detroit, | 


has been appointed § advertising 
agency for the MacPherson Refining 
Lewis Seaver will be 


account executive. 


Benton &|} 


FOR SALES IN 


THE SMALL TOWN MARKET 


USE 


ure 
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Newspapers Move 
fo Standardize 
Their Methods 


Inland Press 


Debate 


Chicago, Feb. 21.— Some degree 
|}of progress in standardizing news- 
| paper practices and philosophy was 
achieved here today when the In- 
| land Daily Press Association ap- 
proved some of the proposals of 
its publisher-agency relations com- 
mittee and of the newspaper com- 
| mittee of the American Association 
iof Advertising Agencies, climaxing 
two years of negotiation between 
lthe two committees. 
| Though some of the planks, touch- 
| ing on subjects which have been the 
|center of spirited controversies for 
| years, were laid aside for further 
| consideration, F. Ward Just, busi- 
ines manager of the News-Sun 
Waukegan, IIl., and chairman of the 
Inland’s agency and representatives 
jrelations committee, expressed the 
belief that a real start has been 
made in solving problems which 
have caused friction between agen- 
cies and newspapers and compli- 
cated the former’s use of the me- 
dium. He explained that the South- 
ern Newspaper Publishers Associa- 
tion and the California Newspape1 
Publishers’ Association 
working on the 
that, with some momentum gained 
|the American Newspaper Publish- 
ers Association will probably initiate 
the movement on a national scale. 

The Four A’s was represented at 
today’s meeting by John Benson, its 
president; W. A. Fricke, 
of the committee on 
H. R. Van Gunten, space buyer for 
Lord & Thomas, and Otto R. Stadel- 
man, space buyer for Needham, 
Louis & Brorby, both of Chicago 


have been 


same project, and 


Cost as Rate Basis 
One of the new principles formu- 
lated by the committees is that costs 
hould be an important element in 
determining differentials 
local and national rates. 


between 


| 


|} areas, With the proviso that the joint 


id ' . oy" 
Action After Two Years’ Pepe's 8! , licy by 
|about newspaper reading and news-| ‘~".) 5 

that more commod- distribution may attain its maxi- 


secretary | 
newspapers; 


Inland and Four A’s committee were | 
adopted. Under Section A, proposal | 
1 urged publishers to join the Audit 
Bureau of Circulations; the second 
endorsed delineation of market 


committee previously mentioned 
seek to develop standard methods 
following release of 1940 census fig- 
ures. Also adopted were recommen- | 


| 
|dations that newspaper circulations | 
G ets | 


be graphically presented, that news- 

give agencies more facts | 
| 
| paper markets, 
ity ownership studies be made, and 
that 


available. 


circulation policies, contained the | 
suggestion that if increased costs 
necessitate greater revenue, pub- 


lishers consider an increase in sub- 
scription charges and eliminate ex- 
cessive costs in circulation methods. 

Section C, covering terms, pro- 
vides for one-year protection of | 
advertisers on rates, at the same 
time asking the agencies and adver- 
tisers to eliminate 30, 60 and 90- 
day cancellation clauses from na- 
tional advertising contracts: and for 
standardization of forced combina- 
tions, so that the national adver- 
tiser will be put on a par with the 
local. 

The first provision in Section D, 
covering mechanical requirements, 
| provides for standardization of min- 
|imum depth requirements on the 
|basis of one inch depth for every 
}column in width. This does not ap- 
| ply to comics 


| Paulson Wins 


Milwaukee Award 
B. J. Paulson Associates, which 
won the 1939 advertising agency 


classification award in the annual 
| Wisconsin Advertising Awards Ex- 
|hibits at Milwaukee, has also been 
| given the latest award 

The judges were William A. Kit- 
| tredge, director of layout and design 
for R. R. Donnelley Company, Chi- 
cago; C. C. Younggreen, executive 
vice - president, Reincke - Ellis- 
Younggreen & Finn, Chicago, and 
Elon G. Borton, advertising director, 
La Salle Extension University 


linage figures and checking Clinton F. 
services be made more generally | treasurer of the News, Beloit, Wis., 


Inland Urges 
Hands Off in 
Retailers War 


Chicago, Feb. 21.—Adoption of a 
resolution urging a hands-off pol- 
legislators so that retail 
mum efficiency, and 
Karstaedt, 


election of 
secretary- 


as president, featured the conven- 


Section B, covering rate and|tion of the Inland Daily Press As- 


sociation, which closed here today. 
The resolution, which was unani- 
mous, expressed the conviction of 
the publishers that the interests of 
the public are best served by full 
and unhampered competition be- 
tween retailers. 


Sees Golden Opportunity 


Like his predecessor, Tom H. 
Keene, manager of the Daily Truth, 
Elkhart, Ind., Mr. Karstaedt be- 
lieves that the present-day turmoil 
offers a golden opportunity to the 
newspaper which desires to be of 
maximum service to harassed read- 
ers. He joined Mr. Keene in urg- 
ing the publishers to take advan- 
tage of this opportunity through 
editorials grounded in an intimate 
knowledge of the needs and desires 
of each community and of the coun- 
try. 

Mr. Keene was elected a director 
for one year, in addition to becom- 
ing ex officio chairman of the board. 
iL. S. Whitcomb, business manager 
)of the Tribune, Albert Lea, Minn., 
|/was named vice-chairman, and 
| John W. Potter, publisher of the 
| Argus, Rock Island, IIL, secretary 
lof the board. John L. Meyer, Chi- 
|cago, Was reappointed § secretary- 
treasurer of the association for the 
eighth time. 

J. V. Bunker, Tribune, Greeley, 
Colo., was elected a director for two 
| years, while A C. Hudnutt, Chron- 
\icle-Telegram, Elyria, O., drew a 
| three-year term. 


this theory, the association asked its | 


committee on cost studies, headed 
by Fred W. Schaub, Herald & Re- 


|view, Decatur, Ill, to attack the 
|problem from this angle. Both the 
Four A’s and Inland committees 


|took the viewpoint that while abo- 


lition of the differential will prob- | 


ably never come, the gap between 
local and national should be 
standardized. 

E. P. Adler, publisher of 
Times, Davenport, la., asked 
whether a sliding scale for national 
|advertising would be helpful. Mr 
Benson took the position that such a 
scale should be based on frequency, 
jrather than volume, the latter in- 
volving the agency in innumerable 
disputes over short rates. In this 
connection, he said that the trend 
of recent Supreme Court decisions 
j}has been toward centralization of 
authority in the hands of the fed- 
eral government, so that it is doubt- 
ful how long newspaper advertising 
will be regarded as intrastate com- 
merce. On the day that it is held 
to be interstate commerce, the Rob- 
inson-Patman Act will apply to 
advertising rates Publishers can 
anticipate this crisis by building 
rate structures which for 
similar treatment of and 
| little, he said. 
| The Inland membership deferred 
| until its fall meeting the suggestion 
| that publishers define in their rate 
cards which advertising takes the 
|local rate and which the national. 
|It referred to a joint committee of 
|the Association of National Adver- 
| tisers, the Four A’s and the ANPA 
| the proposal that r.o.p. color adver- 
|tising be standardized, both as re- 
gards the units accepted and the 
|basis for charges. The Four A’s 
|newspaper committee seeks stand- 
|ardization on a percentage to be 
|}added to black and white charges 
for one or more colors, so that costs 
can be more readily computed. 

All of the other proposals of the 


rates 


provide 
the big 


Accepting | 


\e 
sh*" up 
People 


the | 


then take a hundred of 
hundred daily newspape 
one who can read, reads 


difference in value of th 


ali whe 
any city 


them—and you find a 
r readers—because any- 
The 


ese readers, to one who 


a daily newspaper. 


sells through advertising, lies in the readership 


value of newspapers, and in the buying-power of 


the people in the particu 


lar city being examined. 


The Evening Telegram is the one newspaper in 


Toronto that has never found it necessary to offer 


premiums or any form o 


other than its own 


maintain its large circu 


f inducement to readers, 


merit as a newspaper, to 


lation. Its readers are 


concentrated in the Toronto area — where the 


consumer buying-power 


is greater than in any 


other market in Canada. On both counts, therefore, 


TORONTO IS A “TELEGRAM” CITY 


THE EVENING TELEGRAM 


Largest Classified 


TORONTO 
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26 ADVERTISING AGE February 26, 1949 
Outdoor Plants avonney Penne: hates ws 86nd f Retail Activity i 
Annual Published m naex oO etal CTtlvl1 1T1 
Act for Complete Francis Emory Fitch, Inc., New 
o,°8 s York, has published ‘1940 Grocery I I iportal it ar ets 
Auditing Service Markets of the United States,” a = 
: ' data and address manual for manu- Based on total retail advertising volume in all newspapers 
(Continued from Page 1) facturers merchandising to the gro- . * boa 
. agen gy won =" (Copyright, 1940, by Advertising Publications, Inc. 
National Advertisers to fill the un-|cery trade. The book, which gives pyrignt, » OY g ’ ) 
expired term of Hamilton Warren, |mames and addresses of food retail- | 
advertising manager, National Car-| €"S, brokers and wholesalers in each ; . = 
bon Company. Dr. Miller McClin- — area, is the first issued since r inet | { dpccteel a itt mention 
le will continue erve ¢ . WEEK BY WEEK VARIATION SHOWN HERE | 
tock will continue to serve as TAB The book was compiled by Fred Sree 
auditor. d ._ |S. Clark from all available sources Sea Sa Bs Rass ae ees e Seees SS Seas —— 
Another innovation announced 1IS|of information, including reports +20 | T 
the abandonment of publication of | from specialty salesmen in the field, fe me om ioe Oe ee ioe oe Oe oe Gn Oe Be ee a oe ee — = an —t+4+-- — 
“Standard Circulation Values of|local chambers of commerce and +10 444 +4 4+ | LF wale | jt tii ttt tty Baas 
Outdoor Advertising” by the TAB|newspapers, government statistics +8 | 
and the distribution, instead, of a and a number of directories. Fg Last ND = gy iw a a x ra. a r ~~ . [my a — 
consolidated statistical record by the | P0OK as a whole is priced at $10. YEAR 
Outdoor Advertising Association The six sections of the book, includ- } I 
’ ict i] incl a 7 re’ 1: ti ing one on each of five geographical se ie -—* ‘ ' a 2 Ww a es perier 
Pt ta . , . _ mITe © . | 
which will include all circulation | areas and a sixth on supplementary ~}-1-+4- side Sn Gn On Gs GO Ge + het 
figures certified by the TAB. lists of small town wholesale buyers, y Fees aa ae See aS eas LJ} | ~- : 
Will Audit All Plants wagon distributors and _ grocery eS for ri 
associations, are offered separately 2x - ™ Tr Boe eS ee Bw £ j Box 2 
The initial objective under thej|at $2 each. T+ tr - on rr — Edito 
new setup will be the auditing, a —+—+ 4 + } 4 4} 4 4 4 4 4 fF 4p jf ff -4+—4—-4-} +--+ ~} peld ' 
sr - oad se Dim Pl IBM Promotes Davis i BECSSHEERTE SUR SSEeeeeeerees whe 
plants in the Unitec ates with two : a 
in sentir entative |t@ Executive Secretary and 
»”r more panels in a representative SE SS A ET A A TS SS AE TN TNT pert 
> P —_ atrie P rer P ee yar 1 
showing, which have never been Arch Davis, advertising manage ' JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER orax 
audited or which were audited prior | ©! cece maga a oa en 7 Box : 
to 1938. The association will conse-|COPoration, New York, has been oa _ a 
ntly be able t filer. beginni promoted to the post of executive | , Gain % Gain a 
wits J 2 oo . pe ail beginning | secretary. He will assist officers 7-Week 7-Week 7-Week or Loss or Loss ne 
with Jan. 1, 1941, complete circu-|2nq directors of the company in all Period Period Period 1940 1940 Week Week =“ Gain Box 
lation data for all plants. hases of the business. He will Ended Ended Ended over over Ended Ended or 
: phases 0 ne =HUsINess. cw City Feb. 19,1938 Feb. 18,1939 Feb. 17, 1940 1938 1939 Feb. 18,1939 Feb.17,1940 Loss 
The TAB is now at work on a|continue to supervise advertising. 1 Te wT7"\) wT TT BUNT —s 7 TTR IT : Tae ae Layo 
new schedule which will become| Eugene F. Hartley, former execu- | skeuaae an sod 190 "ene 002 "920 186 ans rey carats sander ey pa ge 
operative in 1941. Indications are|tive secretary, has been named) \itoona, Pa... 2.2... 652,127 654,976 698,376 +71 +6.6 97,391 114,793 +179 Box | 
that this will resolve itself into a| economist. — |"Atlanta, Ga. .... 1,855,336 2,021,768 1,747,762 —5.8 —13.6 305,242 287,% 19 
three-year cycle of audit, the first| . Mr. Davis has been W ith IBM saltimore, Md, ....... 2,570,666 2,415,498 2,504,244 —0.1 +3.7 394,660 __ 387,383 “1.9 L0cs 
three-year period consisting of 1938, | “!@°° 1919. He became assistant Birmingham, Ala. . 1,490,202 1,517,992 1,584,800 + 6.3 + 4.4 225,540 260,260 + 15.4 with 
1939 . d 1940. Beginning wit! 1941 advertising manager in 1925, and | “Boston, Mass. ..... .. 2,435,162 ®2.471,058 © 878.819 23 3.7 240,719 292.532 14.2 ome 
—_ vee. SOG Wie ot advertising manager the following} Bridgeport, Conn. .. 1,170,680 1,147,916 1,208,480 + 3.2 5. 167,776 170,184 1.4 Som! 
one-third of the industry would be| year. He has traveled extensively | ‘Buffalo, N. Y. ~ 1,978,410 1,669,752 1,595,501 19.4 —4.! 270,410 275,019 —" y 
re-audited, with the second third in the interests of the company both (Camden, N ] 154,097 — 145,352 651,775 + 40.4 + 68.3 76,607 78,935 0 imit: 
scheduled for 1942, and the final} here and abroad. Cedar Rapids, La 530,446 568,974 554,974 + 4.6 ~2.5 102,802 119,546 Box 
third in 1943. The cycle would . aeeamment > engage A va yr . oTe 5ae yotyet ae “—s tHe that 
P ae miei . eines * o : 1icago, 1.742.682 3,378,552 3,296,865 -11.$ 2.0 534,365 D JLo > 
begin over again in 1944. Provi- Develops New Radio | Cincinnati, O 1,883,113 1,884,159 1,868,607 -0.8 —0.8 272,637 287,633 n 
sions are to be made for the issu- ‘ , ; . Cleveland, O. ... 2,432,360 2,092,870 2,218,924 —8.8 + 6.0 318,566 328,344 3.1 wher 
ence of interim reports at the re RCA Manufacturing Company, | ae and i hd — a ile — aS ware ne 
Oe eg ee See e re-!| Camden, N. J., is bringing out a new | “@lumbus, O. ... 1,589,599 1,585,267 1,588,873 73.5 0.2 227,770 247,883 + 8. Pron 
quest of individual plant members,|pattery ‘radio for short wave and | D#llas, Tex 2,634,181 2,572,020 2,381,783 ».6 7.4 387,06; $74,924 ‘har 
the sesociati - the TAB yattery radio for short wave anc | Davenport, Ia 1,124,606 1,045,716 1,068,578 —5.0 + 2.2 142,020 194,992 +27 Cata 
1S associawon OF wie American program reception. It! payton, o. ala 1,641,492 1,557,252 1,616,408 15 + 3.8 248,234 265,890 ; NO 
Under the new plan the present} can be converted to alternating cur-| Denver, Colo. ..... 1,112,152 1,124,893 1,037,561 6.7 -7.8 159,597 138,344 l Only 
audit service contracts between the rent. | Des Moines, la. .... SOO,840 So T89,773 "$07,620 +0.8 «48.3 116,250 123,491 3 Lare 
TAB and individual members will | Detroit, Mich. ..... 2,324,152 2,335,447 2,391,107 +2.9 +2.4 351,204 352,262 Ava 
cease to be operative. Instead, the . : |e Dee, TOR. sass: 1,288,955 1,208,270 1,268,856 —1.6 + 5.0 183,722 200,138 + § Sam} 
Ree P Dumas Classic Transcribed j::j.. pa. 21 Los7.192 1'095,836 1045016 —12 —46 203,350 161.322 —20 Laer 
association will enter into a blanket | | Fall River, Mass 191.820 196,58 411,280 5.0 4- 3.7 62,460 56,014 10 
: : Alexandre Dumas’ “Count of | ** a). Sere 8 bathe te that 40 —— thd sina bee wwe a — 
agreement with TAB in behalf of “ - : — — - —— =< Wry oy tT WY BT : CT WT) 2 UY Sry 
A Soe Monte Cristo” has been transcribed | Flint, Mich. ....... 129,110 1,007,418 1,001,798 +7.8 —0.6 139,692 154,924 + 1 
all its members. Non - association | ; , 130 quarter-hour episodes for | Fert Wayne, Ind. . 1,244,670 1,217,370 1,329,517 + 6.8 +9.2 165,277 236,236 }- 42.9 For 
members will continue to be eligible | ..., 4; netomat ‘ so heing dic. | Gary, Ind. ...... 661,129 712,! +7.8 +13.2 79,513 92,435 lf 
for : dit th s} ‘i tracts directly redio broadc asting, and is be ing dis- Grand Rapids, Mich 1.080.706 1,056,586 1,137,694 15.3 7.7 149.716 180.766 + 20,7 on 
Xe a wm Mrougn contracts directly | tributed by Walter Biddick Com-| (Greenville, S.C. . 732,440 748,588 851,651 +161 +13.8 124,082 123,172 0.7 n 
with the TAB. | pany, Los Angeles. Houston, Tex. . 1.843.008 7011,128 2,194,388 +19.1 +9.1 315,154 346,192 +98 lishe 
Indianapolis, Ind. ..... 1,988,530 1,834,866 2,044,840 +2.8 +11.4 279,930 314,034 + 12.2 Asst 
Jacksonville, Fla. . . 1,003,422 1,068,144 1,086,792 +8.3 +1.7 167,272 177,688 +62 ciat! 
Jersey City, N. J. . 251,093 245,469 245,604 —2.2 0.1 45,109 38,544 14. ma 
In the Kansas City, Kan. . 286,167 324,387 354,536 +23.9 +9.3 49,385 57,337 116.1 pom 
—— ——— — sun 
Knoxville, Tenn 1,256,444 1,238,676 1,215,284 3.3 —1.9 228,088 200,844 11.9 , 
ROCK ISLAND-MOLINE Little Rock, Ark sae 1,143,744 1,072,974 1,048,180 8.4 2.3 181,244 164,108 para 
Los Angeles, Cal. . . 2,920,721 3,163,606 3,265,886 +11.8 +-3.2 444,456 551,695 + 24.1 an 
Louisville, Ky. . .++ 1,622,380 1,618,547 1,542,43 $9 4.7 234,819 240,411 2.4 O} 
Lynn, Mass. ... 1,025,136 993,188 1,008,896 -1.6 +1.6 133,182 124,194 6.8 ann 
Manchester, N. H : 154,400 ~ $61,830 476,544 4.9 “+3.2 77,612 ~ 85,896 £10.7 mee 
Memphis, Tenn ons 1,353,926 1,316,392 1,768,788 +-30.6 +34.4 197,806 203,070 + 2.7 and 
Milwaukee, Wis . 1,802,575 1,801,323: 1,918,352 +6.4 +-6.5 253,453 297,126 +17.2 
“Minneapolis Minn 1,639,134 1,649,22 1,517,287 —7.4 —8.0 191,639 198,770 3.1 Res 
Moline-Rock Island 1,043,560 928,676 920,710 —=11.8 —0.9 141,638 165,438 + 16.8 " 
Nassau County, L.L, N.Y. 243,678 261,100 337,197 —68 —13.6 °° 43,322 33,127 2 M 
| New Bedford, Mass 412,174 379,764 413 +0.4 +9.0 47.054 54.208 + 15.2 al 
| New Haven, Contr 1,118,558 128,008 190.5 + 6.4 +65.5 169,358 163,212 3. hz 
/ . ._ | New Orleans, La 2,301,956 2,476,922 $21, +5.2 —2.2 470,627 411,082 —12.7 sh 
Rock Island County—now 67th in| New York, N. Y. 7,785,424 7,324,833 O41, 96 —3.9 1,114,397 1,114,566 pais 
total industrial payrolls in LU. 5. were Brooklyn, N. Y. 647,729 £554,443 £445,855 31.2 —19.6 72,922 63,484 - 
you thousands of prosperous potential | Norfolk, Va. ... sees 1,094,016 1,139,418 1,145,526 + 4.7 + 0.5 166,208 168,448 re 
: Oakland, Cal. . se 932,442 995,030 1,114,637 19.5 +12.0 223,923 244,549 ae 
customers, Oklahoma City, Okla ‘ 1,340,948 G23, 986 -35.5 =$1.2 195,006 173,670 11 anit 
Omaha, Neb 663,808 679,355 + 11.3 +2.3 90,748 103,247 13.8 2 
Peoria, Ill. ..... 1,295,033 1,253,477 1.9) 6 —3.2 244,136 186,907 
| Philadelphia, Pa 3,398,837 3,595,700 + 4.6 +5.8 509,963 506,780 0. ag 
during 1939 the people of Rock | Phoenix, Ariz. . 0: 966,924 1,038,030 L092 —67 125.562 169.358 94.9 0 
Island County bought 34.2% more mo-| Pittsburgh, Pa. 2,665,586 2,419,382 2,466,464 7.5 +1.9 374,248 364,826 2 
- Portland, Ore. .. : 1,335,614 1,508,388 ,275,438 ' 15 238,028 223,412 
* oore P ; 9 — — - . — - 
tor cars than in 1938. Reading, Pa. .... . 1,185,184 1,177,473 1,211,53 + 2.2 + 2.9 198,940 216,874 Ch 
Richmond, Va. 1,449,392 1,593,704 1,379,812 4.8 13.4 355,964 238,154 
Rochester, N. Y. : 1,822,640 1,834,575 1,858,497 + 2.0 ‘4.5 278,862 285.540 2.4 C 
16% more homes were built in 1939} Rockford, Tl , 920,850 876,904 995,050 L$] L13.5 151.120 164.822 20 
: Sacramento, Cal 893,186 1,002,960 S98. 786 0.6 10.4 160,538 132,818 7 
than in 1938. - = a = Sienna = = ' f 
% s ; : : P San Antonio, Tex 738,190 814,570 803,500 29.4 + 10.9 113,740 129,811 ' 19 
$13.500.000 in public and industrial | “San Diego, Cal 1,664,978 1,630,988 1,301,720 21.8 20.2 272,496 269,878 
expansion projects are under way to Seattle, Wash 1,071,436 1,267,360 1,433,460 33.8 13.1 186.956 198,926 
z . South Bend, Ind. 930,47: 686.086 634.691 81.8 7 109.090 107,078 
meet the growth requirements of Mo- Spokane, Wash 945,294 886,438 $06,274 14.7 1 117,614 105,434 ' 
. - ; 
line-Rock Island. St. Louis, Mo. ‘ 2,151,585 2,117,120 2,105,155 99 0.6 346.625 "356,440 ° ‘ 
4 |"St. Paul, Minn i 2 1.435.111 1.215.998 1,315,992 8.3 +-§.2 160,166 184,197 
— “Syracuse, N. Y ‘ S14, 878 550.641 803.050 6.0 L 45.8 91,490 115.773 
| Tacoma, Wash 727,930 738.066 763,000 4.8 3.4 100,002 109,816 
Tampa, Fla. 751,912 837,704 968,324 i 2R8 15.6 143,962 153.664 Re 
pp, Argus-Dispatch coverage—without duplication— The roronto, Ont., Can 2,268,942 2,165,881 2,041,825 10.0 5.7 ~ 802.364 319,34 ] 
reaches 9 out of 10 of the homes in tock Isi .nd — ky 4 oe ; 430.570 452.804 465,080 8.0 27 69.470 62.650 i 
phi County. I é Tulsa, Okla 1,158,956 1,115,996 1.090.922 5.4 2.3 72.760 188,804 
* P ¢ Washington, PD. C 4,059,988 4.212.917 4.066.150 | = 635.37 629 ‘ ‘ 
inl Group Youngstown, O 963,882 866,799 982,67 + 1.9 413.4 119,27 133,214 


| —— 


Complete facts about this important sales pro 


yew ducing market are yours for the asking. Total mneine 115,828,140 113,664,211 126,956,961 _—— ees 17,500,374 17,800,990 ; 
1 Akron Times-Press discontinued Aug. 28, 1938 7 _ 
ie 2 Linage of Daily American now combined with Record , 
: 3 Buffalo Times discontinued Aug. 1, 1939 7 
¥ 4 Chicago Herald & Examiner discontinued Aug. 28. 1929 
5 Milwaukee News discontinued Jan. 14, 1939 — 
6 Oklahoma News discontinued Feb. 24. 1939 
THIRD 71 News-Times discontinued Dec. 28, 1938 
LARGEST , 8 Spokane Press discontinued March 18. 1929 
; = % St. Paul Daily News discontinued April 30, 1938 
10 San Diego Sun suspended publication Nov. 25. 1934 oes 
11 Atlanta Georgian and Sunday American ceased publication Dec. 17, 1939 he 
' 12 Linage of Syracuse Journal, now con bined with Herald, eliminated from 1938 and 1938 totals poe 
; 13 Minneapolis Star and Journal merged Aug. 1. 1939 om 
: 
New Monthly Starts _Casualty-Assurance Company, Chi-| lication which makes its debut Fe! 


Nat'l. Rep. The Alien-Klapp-Frazier Co. | Paul H. Little, assistant advertis- | Cago, has been named editor of the|27 with Dorothy C. Mitch ll 
Seow Wark Chicago Detroit ing manager of the Continental| Tatler, new Chicago monthly pub-| publisher. 
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ADVERTISING AGE 
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LACE 


The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


All other classifications (single insertion rates): 


$4.75 per inch. 


“Positions Wanted,” 
30 cents a line, minimum charge $1. 


“Representatives Wanted,” 
Terme 


% in., $2.75; 1 to 3 in. 


POSITIONS WANTED | 


ART DIRECTOR 

Practical working artist. Agency ex- 
perien national accounts, Compre- 
he ive layouts, finishes. Thorough 
kn edge photography. Well recom- 
mended, references. Leave Chicago 
for right proposition 

Box 2045, ADVE RTISING AGE, Chgo. 


Editor of elaborate house organ and 


publicity project in building materials 
field will be available for service else- 
where March 15. Widely experienced 
n magazine and newspaper editorial 
and advertising work. Printing ex- 
nert. Prefers to edit house organ as 
part time job. Willing to launch new 
proj 

Box 5047, ADVERTISING AGE, Chgo 


COPY & HEADLINE WRITER! 
I'm poor in pocket, I’m rich in mind, 
am capable young copywriter, with a 


mind worth your time. 

Box 2048, ADVERTISING AGE, N. Y. 
ARTIST 

Layouts, pictorial and mechanical re- 


touching, color, black & white. 
rt service experien 


Agency, 


Box 2049, ADVE RTISING AGE, Chgo. 

MISCELLANEOUS 
LOCAL ADVERTISING AGENCIES 
with wood references invited to be- 


come charter members of new cooper- 


HELP WANTED 


” | epontiole saiesman wanted, cover 
midwest from Chicago, Must be thor- 
oughly experienced, industrial, busi- 
ness or general magazines. Straight 
salary. Please give full information 
in strict confidence. 

Box 2044, ADVERTISING 


Stenographer — Editorial 


AGE, N. Y. 
assistant 


wanted, male or female, who can read 
proofs, assist with makeup and per- 
form general editorial chores, work 


hard and exhibit some intelligence. 


Box 2046, ADVERTISING AGE, Chgo. 
ASS’T ADV. MGR. under 30, exp. sell- 
ing to drug trade. Know prod., capa- 
ble handling coop. adv. 
COPYWRITER under 40. Agey exp. 
only. anes heavy assignments all 
types acc'ts. 

ASS'T SPACE BUYER—young, large 
agcy. Know all media. 

2) ART DIRECTORS—agcy. exp. only. 


COPYWRITER — young, some agey. 
exp. food copy. 
Employers—my 20 years in adv. 
business enables me to select ap- 


plicants for you. 

FRED MASTERSON 
Sineclair-Masterson Personne! 
Room 1528, 120 8S. LaSalle St., Chicago 
SPACE SALESMAN 
Advertising Book Match Manufacturer 
doing business nationally offers op- 


and 


Coe, Pioneer 
in Typography, 
Dies in South 


la., Feb. 20.—Frank- 
| lin Coe, former magazine publisher 
|known for his innovations in style 
|}and typography, died at 
|home here today. Since he retired 
las publisher of Town & Country in 


Clearwater, 


| 1935, he had lived in Yonkers, N. Y. 
He was 68 years old. 

Mr. Coe began as a newspaper- 
man, joining the Buffalo News in 
1892 before his 21st birthday. In 
1899, he became editor of the 


Rochester Times. Two years later 
he went to New York to join the 
advertising staff of Collier’s, becom- 
ing a vice-president in 1912. 

That same year he bought Tow n| 
& Country from the Stuyvesant 
Company. With two _ associates, 
H. J. Whigham, editor of the maga- 
zine, and Fred I. Thompson, pub- 
lisher of the Mobile Register, he 
published the magazine until 1925 
when William Randolph Hearst 
purchased the property, 
close to $1,000,000. Mr. Coe 
tinued as publisher and Mr. Whig- 
ham as editor under Hearst owner- 


additions to the Hearst magazine 
list, including International Studio, 
House Beautiful and Home & Field. 


format of all of these magazines, 
and is recognized as having made 
important contributions to the pre- 
vailing style of class publications 


his winter | 


| 


ship, and also managed other new | 


lof 
spoken 
He changed the typography and | 


| 


Scott Paper Company's Thirsty Fibre has 

gone tough now, to dramatize the new 

Soft-Tuff towel just announced by the 
company. 


Language, Too, 


valued at J; Trade Barrier, 


con- | 


Bijur Contends 


New York, Feb. 21.—Custom tail- 
oring of copy to fit the peculiarities 
the English language it is 
in different parts of the 
country was suggested this week as 
a means of increasing advertising 
effectiveness by George Bijur, presi- 
dent, George Bijur, Inc. Speaking | 
before the Advertising & Selling 


as 


| advisable 


| Tennessee 
| States, 


27 

ample of how the problem is met. 
Mr. Bijur warned against the 
“New York accent.” Recent uni- 


versity tests, he declared, showed 
that it is considered about as unde- 
sirable as a foreign accent. “Simi- 
larly, accents can exist in advertis- 
ing, and here, too, each city likes 
the home-town accent the best. The 
appearance of an advertisement can 
have either a local, home-town look, 
a made-right-here-to-interest-us- 
folks look, or it can have a remote, 
virtually foreign accent which 
handicaps the advertisement.” 
Another factor which makes it 
for the advertiser 
localize his campaigns, he 
the wide variation by states in 
percentage of foreign born. In 
York foreign born range 
to 35 per cent, while in 
and other 
they account for 
one per cent of the population 


said, is 

the 
New 
from 25 
Arkansas, 
Southern 
than 


less 


Launches Printing, 
Advertising Clinic 

General Printing Ink Corporation, 
New York, has organized a printing 
and advertising clinic which will 
conduct a series of meetings cover- 
ing trends in the graphic arts. Her- 
bert Kaufman, advertising manager, 
has been named secretary of an 
advisory board which will include 
|personalities well Known in_ the 
printing and advertising fields. 

The company has released its 
| findings in a color research project 
|which indicates that “color combi- 
| nations that do not involve hues 
either analagous or complementary 
seem to lack appeal.” Effects show- 


ative <p ie et, portunity to sell Space Distribution | Clinic of the Advertising Club of | ing predominantly blue or green or 
~ yr ee hs Baan y ' Rony ane Contracts to national and local tright Ed H ] 7 New York, Mr. Bijur said it was| red tones are said to be most effec- 
eed Reply ss ins Ttixers. Good repeat pronts” Outrient| Edward Hellwig, not only necessary to localize head- | tive. 
Box 204 ADVE RTISING AGE, N.Y. specially created to customer re A c ® line, copy and layout, but to know — 
p ; ‘Ee irements, also offer excellent profit h f eg tater nesiaaiie , arts . . 
PUBLIC aate ec quirements, ul o car oneel ae promt gency 1eI, what certain words mean to certain Finger Lakes Region 
~ PRINTING WITHOUT PLATES!) =| handling asa side line. Liberal com yeople 
No necessity for engraving costs | M4nG’ng as a si Be es ge Ae: Di : A jo , ' a pa am 
WROR FOR USO OF eres tees ome gd colt Gas Ehwet Same 1es in partment [ypical of the “boners” which | Pre ring C paign 
Reproduces Advertising Literature, oC confidence : : may cause a perfectly serious pra Steps have been taken by the 
Promotional Material, Sales Letters, |p. o936 ADVERTISING AGE, Cheo New York, Feb. 20 Edward egg sie Ae ...a;.|Finger Lakes Association for a 
‘harts, Illustrated Folders, Bulletins, | @~’* -~°": oh Tn : é Watkins Hellwi president of Hell message to be greeted with uproari- r 1} pes t an - . t , t 
Catalogs, ete., direct from your copy. ; Am " 7 ‘ S , 5; “S ‘th alli ca ‘ hes ’ road promotional campaign, to ge 
xo PENALTY FOR SHORT RUNS __ PUBLICATION FOR SALE -Miller Company, was found ous laughter, he pointed out, would lunder way early in the spring, to 
On 2.63 for 500 Copies (8%x11") | Farm paper with general subscription - : be the use of the word “obese” in : 7 ‘inger Lakes 
Additional 100 copies 22e¢ list over 400,000 A publication that dead in his private suite above his © \: a : ‘ jattract tourists to the Finge r Lakes 
Larger quantities at lower prices would fit into an organization swith " office here vesterday morning He the outh Atlantic states, W here the | region of New York. Each city and 
A iilable in all sizes Send for free | daily or other publication, A Bargai: 12 id UT 1 1938 , term is understood to mean “stupid” | vill: ige in the region is to be assessed 
sand informative Manual BS 95,500.00 CORe. rete. ‘~ Che 2 pao me toes Wwaen instead of “fat or fleshy.” The word |a quota fixed on a basis of five cents 
Laurel Process, 480 Canal St., N. Y. Jox 2050, ADVERTISING AGE, Cheo. Charles L. Miller was admitted to : Phy Rapala te ; , A ora 5s Denil 
“sonorous,” familiar to much radio = capita population and this fund 
full partnership, the agency was 
I 


to be used for recreational adver- 


soeneeeas SW Mittnia Mammen and phonograph copy, intended wie 
. e wn as & “ 4 ‘ ‘ ‘ ) ) > 
Form Clearing House Venus Pencils to Lefton; ‘ ene 5S P , | indicate resonant tone, is interpreted tising throughout the country. 
“? = Mr. Hellwig was a native of New t] ~ t the Middle West | The Finger Lakes Association is 
on Advertising Plans Duffy-Mott Starts Drive Orleans, and served Penick & Ford, eee an i rs * 7 That ‘: “ | ithe largest and oldest regional or- 
A clearing house has been estab- American Pencil Company, Ho- Ltd., there as a sales executive be- f peed ¥ wear 7 ong 4 sient oe | S anization In the state. Unusual 
lished DY the Financial Advertisers boken, N. Ji, has appointed Al Pau fore coming to New York in 1916 to |‘ — — a — . = owt results are foreseen for the coming 
Association and the Bankers Asso-|Lefton Company, New York, to join George L. Dyer Company as |"0U5: _'S unknown in some areas,|/season because the war in Europe 
tion for Consumer Credit for the |direct advertising of Venus and 4) geceount executive ea estale while ‘redolent, much-used per-| will prevent tourist travel there. 
exchange of information on con- | Velvet pencils lished his own agency in 1920. He |*¥@™e adjective, means “reddish” in 
sumer credit advertising and mer- Duffy-Mott Company, New York, fs - rentne ‘os t] N ne York | Ome part of the country, and “oily” McElroy to Boone 
chandising as well as operating and has begun a campaign for Sunsweet => yee “ _— ee ae Seas in another. . . 
management procedure. prune juice through the New York Cotton Ex« nange and the New York William <A. McElroy, formerly 
Officials of the two organizations | office of the agency. Newspapers in Coffee and Sugar Exchange No National Market merchandising manager, Boston 
announced the program following | 51 cities are being used Acknowledging that localizing cua alice ac Wane — a 
meetings in New York and Cleve- MORO W SUSIE a ocalizing | Boston office o odney E. Boone 
and . Fli t Cl b El ts PHILIP A. ANDREWS campaigns means much work for | Organization. 
: os in u ec New York, Feb. 21--Philip A. the advertising agency, Mr. Bijur | 
Resumes British Copy Fred — Berning, | merchandising | Andrews, vice-president of Johns- | suggested that several markets in a/| Lorillard Elects Hummel 
, manager of Sears, Roebuck & Co., Manville Sales Corporation, died! certain area can be grouped to- G H Hummel formerly 
r : . % al ‘ed . ¢ 7. lar " oo . _ » a P 4% or +¥ 7 
Murray, Sons, & Co., tobacco | Flint, Mich., has been elected presi- | vocterday of njuries suffered when | gether for such efforts. It is neces- |... ae a } . ' 7 
manufacturer Belfas Ireland , » Fii Advertising and executive vice-president, has been 
l urer of selfast, lreland,|dent of the Flint Advertising anc he was struck by a train at the New | sary to remember, the agency man _—— - ; 
has resumed advertising in the Brit-| Sales Club, succeeding Howard M. ,, , + ery ve “iat ra gente , “pees 4) elected president of P. Lorillard 
sh Isles with a newspaper cam-| Loeb, managing director of Station Rochelle station of the New York, said, “There are lots of national| Company, New York, succeeding 
paign for Erinmore tobaccos. Testi- WFDF. Other officers are Arthur New Haven & Hartford Railroad. | advertisers, but there is no such | the late David H. Ball. 
als by stage and radio stars|H. Sarvis, first vice-president; Wal- | He was 45 years old and had been | thing as a national market, for the 
ire featured in the copy. Advertis- Iter Fader, second vice-president; with the company for 28 years national market is composed of a| 
ng { Mellow Mixture tobacco|Thurston Jenkins, secretary, and A tentative verdict of suicide was! great number of local markets 
, i ! ear soon in class magazines Homer Wilt, treasurer rendered by the acting medical| which are far from being identical JOHN A. CAIRNS 
m " ( yee onl =. ee | , examiner, following testimony by! in their interests, habits, climate nf COMPAR 
Walter Thompson Company ion. |Madera Names Heineman (the engineer of the train that Mr.| racial and religious background 
101 the agency. sitet ' Ralph Heineman, Chicago, has Andrews had jumped from the plat- | He pointed to the practice of coffee 
a 4 Son bm , _C ago divi- |form into the path of the train,| roaster vho vary their blend n 
| been appointed by the Chicago divi I 
; . ision of Madera Wineries & Distil-| which was slowing down for the] different section although mair 
Chain Sales Gain , | leries to handle its advertising| station stop. He had been ill, and) taining one brand name, as an ex- 
Combined average daily sales for |account. Newspapers, car cards and| had recently returned from , 
<U) ling chain organizations dur-| radio will be used Leon Seelig | Florida vacation 
I 9 were 5.5 per cent ahead of | has joined the Heineman organiza- | — 
y Chain Store Age reports. The ition as account executive for Ma 
‘'s index for January was |dera. MATTHEW H. HOOVER ALWAY 
the 1929-1931 average, as Lockport, N. Y., Feb. 20 M; Ss 
: iw ith A 2 in D apecrceri dh Hurd, Evans Shift thew H. Hoover. 75. retired news- 
} ougn sales snowe greate : , 
S , > edit Ww ely KNOW 
al decline from December} Edward Evans, member of the paper editor and - ee on TH a FINEST PRINTING 
’ aioe a 9 . rr oe | -ntienchar tas circles in New York and 
en the index was at 120.| advertising staff of U. S. Rubber T ‘ . 
—_—- Company, has been appointed ad- | Pennsylvania, died in his home here AT oday there's a one best way in every- bio 3 
|vertising manager of Fisk Tire | yesterday thing. Faithorn COMPLETE SERVICE offers a 
Republic Expands Program Company, succeeding Henry Hurd, He served his apprenticeship as a istic to prod th h 
! lic ——- Corporation, | who resigned to become vice-presi-| reporter on the Pittsburgh Post, FAITHORN : oe steer ee sal 
t lale, Long Island, N. Y., is| dent of Mechanical Man. Inc., New | founded the Daily Sun in Lockport ical requirements of your advertising 
g its spring and summer] York. Fisk recently became a sub-| in 1991, and from 1911 to 1915 wa ° —(1) ad-setting, (2) engravings and 
ng program in aeronautical | sidiary of U. S. Rubber in charge of publications of the (3) printing —all d f. Onl 
1 in the United States and . TP ag tls . eer printing —all under ONE roof. Only : 
re countries Willig L. Wil M4 4 State Department of Conservation ONE contact and ONE d ae 
publicity director for the cor Pierce Joins Seybold In 1920 he became conservation edi- FINEST ENGRAVING E Greer necessary. ee 
ety wes . <a . — Yierre me > adver- - aes ? am H 
Site tee Soman Deng, | lor od sales piuuntes ommsger | gent ineene Lanes snd Meet cueeerTPCQnAnI | Soe ee dee my ee eee oo 
inc... New Yor . +f “y ISI anG Saies PrUMmouon mana a field editorial writer, serving unti MONEY. Ex ti . 
— . York, is the agency. of A. Nash Company, tailoring firm, ese he gt bec a ad tor of the FINEST PRINTING rie a a bates Med a sub 
Cincinnati, has been placed ir C stings ” hes aoe 1937 ; mit ideas, write copy, prepare sketches 
.e Jo of rchasing . sales o- onservationist, retiring in 937 : 
with your reve rot Beybuld Paner Founne “4 Veu enn ene ene ar a= and typographic layouts. Try us soon ! 
Ws er ve 98 tn ; ; — just os you wish, but all 
de and Bruth FREE with your first order f that city Walton to “Parents” ' . FAITHORN CORPORATION 
$s —— _ : ore here, ready to serve 
Artist Rubber Cement. Nationally ° Mat Walton, formerls witl Ad-Sett -£ - Print 
wd.) grades: Light, Medium, Heavy. $2.75 Names Representative Frank A. Munsey Company. New you... Speed, economy -setters ngravers rinters poe 
9°. postpeid. For Friskets use $$ Spe- Southwest Dailies has been named | York. has joined Parents’ Magazine. | and satisfaction assured. 504 Sherman St.,Chicago Phone Wab. 7820 ¥ | 
cial Frisket Cement, $3.50 per gal publishers’ representati f t Ne "Ye rk tant ) th pub hi é 
\ yublishers ‘presentative fi he | New rk, a stant te e pub- a 
RUBBER CEMENT CO. Daily Star, Mangum, Oki): effec-|lisher. He was pre viously with % 
aisted St. CHICAGO, ILL 


DAY AND NIGHT SERVICE 


e March 1 Rural Progress, Chicago | 
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February 26, 1949 


Buchanan Adds Greene; 
Enzinger Advanced 


George Enzinger, who has been 
with the agency since its Chicago 
office was established, has been 
elected a member of the board of 
Buchanan & Co., Inc., and named 
vice-president in charge of the Chi- 
cago office. Charles C. Greene, for- 
merly vice-president of Critchfield 
& Co., 
as vice-president. 

New accounts now handled by the 
office include Chicago Mail Order 
Company, Chicago Technical Col- 
lege, Hemphill Diesel Schools (Mid- 
dle West division), A. G. Becker & 
Co., Barney Johnson & Co., Selected 
Investments Company, Uptown 
State Bank, National Security Bank, 
and Chicago Kent College of Law. 


Davies in New Post 

David M. Davies, formerly adver- 
tising director of Seagram Distillers 
Corporation, New York, and Thomas 
J. Lipton, Inc., Hoboken, N. J., has 
become an account executive with 
Parsons, Dorr & Hume, Miami 
Beach, Fla. He has been in charge 
of sales for Pacific Fruit, Inc. 


E. J. Lamm Adds Duties 


Edward J. Lamm, formerly in 
charge of the slide film division of 
Pathescope Company of America, 
New York, has been appointed gen- 
eral sales manager of both motion 
picture and slide film activities. 


has joined the Chicago office | 


ADVERTISING AGE 
'Brashears, Tyler Join 
Bureau of Advertising 


G-E to Enroll 
John Arthur Brashears, for the » 
past two years associated with Wil- | 
liam B. Benton at the University of e al a esmen 


Chicago, and James S. Tyler, for- 
merly in the promotion department | s 

of the Columbia Broadcasting Sys- in New lea ue 
tem, have joined the staff of the 

|}Bureau of Advertising of the 
American Newspaper Publishers | 
Association. 

Mr. Brashears, who will be a'! 
member of the New York sales staff, 
was with Batten, Barton, Durstine 
& Osborn, and _ its predecessor, | 


Distribution 
George Batten Company, from 1922 


'to 1929. He later became publicity| Bridgeport, Conn., Feb. 21.— 
director of Marschalk & Pratt, New |Seeking to solve the 
York. Mr. Tyler was managing | complex 
editor of Advertising & Selling) appliance merchandising, General 
| before joining CBS. He has been | plectric Company revealed here | 
| assigned to the oe, research today that a new sales training 
one eiecumtaares a program has been launched which 
is . will involve the enrollment of every 
J. E. Finneran Joins retail salesman of General Electric 
Warwick & Legler home appliances into a single unit 
John E. Finneran has_ joined called the Retail Development 
Warwick & Legler, Inc., New York, League. 
as a Vice-president, stockholder and| The G-E plan is based on the 
member of the plans board. He has belief that the retailer constitutes 
been associated with Benton &j|the bottle-neck in the distribution 
Bowles, Inc., as vice-president for | system, and that more merchandise 
the past three years. _\can be manufactured and sold only 
Mr. Finneran was an executive by improving the ability of its re- 


with the Scripps-Howard organiza- é 
ti « ie > aS 
tion for ten years. He was national tailers as merchants. The new sale 


rs : Mer , é é an attempt to 
advertising director and a member | ‘raining program is an a 
lof the management board. Is ‘expand the width of the bottle- 


Unique Plan Mapped 
to Break Bottle-neck of 


increasingly 
problems of electrical 


Paper 


1941 edition 


Used Wherever Business 


The only publication in America which 
provides complete statistical and market 
data in terms of the editorial and circulation 
coverage of industrial, trade and vocational 


publications. 


THE MARKET DATA BOOK 


OHIO ST., CHICAGO 
Offices in Atlanta, San Francisco, Los Angeles 


Space Is Bought 


appears October 25, 1940. 


330 W. 42nd ST., NEW YORK 


neck.” Considered a dnsdhonn de- 

parture in appliance merchandising, 
and a move which will be closely 
watched by the trade, the program 
was evolved after a complete in- 
ventory of the G-E distributory 
set-up. All details of the plan have 
been tested in the field. 


DeJen Heads League 


Jean DeJen, who is in charge of 


direct the league as its president. 
1A governing board will include 
'C. M. Snyder, assistant manz 
the appliance and merchandise de- 
| partment, as chairman. 


| trict offices will be opened in each 
|of the company’s 12 
| 
| districts. 
Appliance distributors who join 
will be chartered as “grand chap- 
ters.” Retail chapters will be or- 
ganized in each distributor’s terri- 
tory. These chapters will have 
many of the characteristics of fra- 
ternal organizations, with dues, 
meeting rooms, officers and planned 
programs. G-E hopes that 60 
“grand chapters” and 500 retail 
chapters will be established in 1940. 
These groups will be provided 
year-round series of programs de- 
voted to current merchandising 
efforts. Six meetings have already 
been “packaged” for distribution, 
complete with films, displays, 
demonstrations, topics, discussions 
and quizzes. 


Result of Survey 


In discussing the new plan, Mr. 
DeJen mentioned a study which 
bem has made of its salesmen, their 
turnover, gross sales, average in- 
comes, etc. The result of this in-| 
vestigation, he said, has been the 
realization that the specialty sales- 
man is “slowly but surely fading 
out of the picture.” To meet this 
situation, G-E has devised a plan 


by which it will assume a greater 


promotional responsibility, in addi- 
tion to encouraging distributors to 
adopt a uniform program for retail 
development 

“The weakest link in our other- 
wise strong chain of appliance dis- 
tribution is retailing,” 
Mr. DeJen. “It is at the point of 
sale where we fail most frequently. 
We feel that our leadership in ap- 
pliance manufacture, our national 
advertising programs, and our sales 
promotion will be only partly effec- 
tive as long as the retailer, the 
bottle-neck of our system, is unable 
properly to represent our products 
lto the public.” 


Selinger to Join 
Sherman & Marquette 


Henry Selinger, a radio execu- 
tive with Blackett - Sample - Hum- 
mert for several years, has joined 
Sherman & Marquette, Inc., Chicago 
advertising agency. He will take uy} 
his duties March 15. 

Among the radio acts originally 
established on the air by Mr. Sel- 
inger are Amos ‘n’ Andy: Little 
Orphan Annie; Clara, Lu and Em 
Painted Dreams; Lum and Abner, 
and others. One show under his 
supervision recently was given on 


tive Analysis of Broadcasting fo 
day-time radio. 

Mr. Selinger at one time was man- 
ager of Station WGN, radio directo: 
for Lord & Thomas and later direc- 
tor of the NBC talent bureau 


Chattanooga Tribune 
Corporation Formed 


George Fort Milton, formerly 
publisher of the Chattanooga News, 
has been elected president of the 
Chattanooga Newspaper Corpora- 
tion, which plans the publication of 
a new paper here, to be known as 
the Chattanooga Evening Tribune 

Roger E. Nicholson, who was cir- 
culation manager of the News, was 
elected secretary of the new cor- 
poration at the same meeting 


| Ackerman Goes East 


E. M. Ackerman, who has been 
jassociate editor of the Insurance | 
| Field, Louisville, Ky., has been 


appointed Eastern advertising man- 
ager with headquarters in New 
| York, 
| who has resigned to join the Wee 


Underwriter 


© Old Gold Starts 


the retail development section, will | 


: Headquar- | 
| ters will be in Bridgeport, and dis- 


appliance sales | 


in cooperation with its distributors | 


share of the creative selling and | 


according to. 


all-time high rating in the Coopera- | 


He succeeds William Stedler, 


— 


New Program on 
Pacific Coast 


New York, Feb. 21.—P. Lo: 
| Company will launch 
| Believe It,” 


lllard 
“Don't Yoy 
a new program for Old 
oe cigarettes, Feb. 27. The pro. 
‘am will be aired on Tuesday ang 
sete from 7:30 to 7:45 p. m. op 
|the Don Lee Broadcasting System, 
|consisting of 33 stations, angq 
|five stations of the McClatchy 
| Broadcasting Company. Lennen & 
| Mitchell is the agency. 


Drama for Ghirardelli 


D. Ghirardelli Company has 
launched a dramatic program, enti- 
tled “One Man Theater,” for its 
ground chocolate and Nu Malt 
malted milk. The new program, 
featuring Frank Graham, is broad- 
cast over seven stations of the Pa- 
cific network of the Columbia 
Broadcasting System on Thursday 
from 8:15 to 8:30 p. m. Erwin, 
Wasey & Co. has the account. 


Bayuk Adds Sports 


Bayuk Cigar Company will add 
five stations, making a total of 28. 
to the Mutual Broadcasting System 
network for “The Inside of Sports” 
on March 2. The program is heard 
thrice weekly from 7:45 to 8 p 
Ivy & Ellington is the agency. 


General Mills Changes 


General Mills, Inc., will replace 
“Betty and Bob” with a new series 
| entitled “Light of the World,” a 
dramatization of the Bible in mod- 
‘ern language. The program wil] 
remain on the same network of 28 
stations of the Red network of the 
National Broadcasting Company and 
| will be heard at the same time daily 
from 2 to 2:15 p.m. Blackett-Sam- 
| ple-Hummert is the agency. 


N. Y. Advertising Women 
Plan Carnival March 15 


The annual dinner dance of the 
Advertising Women of New York 
will be a “March Carnival” at the 
Waldorf-Astoria March 15. Helen 
S. Kintzing is chairman of the ca 
nival committee 

Part of the proceeds from the 
carnival will go to the organization's 
mutual benefit fund. It will ie 
open to the public. 


Tucker and Winston 
Form Miami Agency 
Bruner Tucker, for three yea 
the advertising agency business 1 
Miami, Fla., announces the forma- 
tion of Tucker-Winsten, Inc., 
Miami with the addition of Harry 
J. Winsten, who for the past seven 
years has been associated with 
| Kelly, Nason and Winsten and Len- 
lnen and Mitchell, New York agen- 


cles. 


Wise Seeadinten Moves 


Wise Associates has moved t 
Burd bidg.. 900 Chestnut tree 
Philadelphia 
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DISPLAY IDEAS 


BY CRYSTAL 


COMPLETE SERVICE 


UNDER ONE ROOF 
COUNSEL « DESIGN - FABRICAT 


| CRYSTAL MFG. CO. 


CHICAGO + NEWY ot 


‘| 1725 Diversey Bivd. —s- 7: East 
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ADVERTISING AGE 
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OTOGRAPHIC REVIEW 
OF THE WEEK 


“BLUNDERLAND" IS CALL ED CONSUMERS' HABITAT 


Here is the entrance to the “consumer's problems" section of the exhibit now being held in Washington, with the initial 

greeting the announcement that “today's consumers live in Blunderland."’ On the shelves are exhibits designed to bear 

out this thesis, while on the wall hang some of the Hungerford cartoons depicting the sorry plight of the consumer and 
the suggested way out. (Story on Page |) 


ADVERTISED BRANDS ON GRIDDLE AT CONSUMER EXHIBIT 


, oe eee s " > Tae ce a eet % x gee 
RETR i pS 
Bi eo . e % 4 ee thet ie 


eheceaseetenee . 


Here is one section of the current “consumer education” exhibit in Washington, showing some of the Hungerford cartoons 

which depict bewildered consumers wandering around in a fog created by business, and with salvation visible only by 

following roads marked “consumer cooperation,” “cooperative purchasing power,” ‘organized consumers,” “government 
aids,” etc. 


SALES, ADVERTISING BOOSTS FOR STOKER LIVE TALENT 


» 


5¢€ /7 Toaar/ 
FREEMAN *. 


=) 


TSRGe im tery 


TL WORE OS OE 


This live piccaninny in a Kansas City 

George B. Riddle (left), sales promotion manager of Freeman Stoker division Woolworth store window not only 
nois Iron & Bolt Company, tells a distributor meeting of the company's 48 blocked sidewalk and street traffic but 
sold 500 Bath Toys, the new soap filled 
this year, while J. R. McPherson, account executive of Earl M. Cummings sponge rubber novelties made in a 
Advertising Agency, helps with the demonstration. Essential parts of the fueling variety of animal shapes, in one day. 
Cevice served as background and as tangible evidences of the stoker's selling Bath Toys Inc., Benton Harbor, Mich., 

points. mekes the novelties. 


Per cent sales increase in 1939 and its 45 per cent promotion budget boost 
for 


IMRA STAYS GLAMOROUS IN COPY APPROACH 


cry chs sweet WAy To lovely Femininis 
- is 


« 


odorless 
.. . pAinless 


exquisite white cream - Removes 


aunwanced hair, swiftly, safely, pleasancly 


One of the pieces of advertising, in full color and gold, which Imra is using in 
its new campaign, continuing to feature the nude which played so important a 
part in last year's effort. 


WHAT FUN A CONTEST JUDGE HAS! 


‘ene ae “y ee a 
2 « ‘gs. B ie aed q « ' 


- 


E. R. Richer, vice-president in charge of advertising of Hart, Schaffner & Marx, 
is willing to perform any onerous chore to get publicity for the first annual adver- 
tising awards of Chicago Federated Advertising Club, of which he is in charge. 
Here he is suffering under a terrible load of three models who are vying for the 
trophy in that classification. From left to right knee they are Elaine Edgar and 
Jeanne Brown, with Louise Prohaska successfully concealing her envy on the floor. 


WE THOUGHT WE WOULDN'T DO THIS 


LEISVE BOCK whic: 


We were determined to avoid the annual bock beer nightmare this year, but 

Leisy Brewing Company's 24-sheet, to appear throughout northeastern Ohio 

beginning March |5, broke down our resistance. Batten, Barton, Durstine & 
Osborn, Cleveland, is the agency. 
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ADVERTISING AGE 


SHE MAY LI 


100 MILES 
AWAY 


But She’s a Dallasite 
and Reads 
The Dallas News 


“Mr. and Mrs. Texas” have a way of dropping into Dallas for dinner. And for 
shopping in the State’s best stores. And for theatre parties, symphony concerts, 
grand opera. 


Dallas is the center —— financially, commercially, socially — of a mighty big com- 
munity. 


All Texans come to Dallas, but oftenest of all come the two-million-odd who live 
within the Dallas market area. 


YOU need not wait until they come to town to sell them. Because tomorrow 
morning, and every morning, they will read ‘The Dallas News. Perhaps it’s their 
common faith in this newspaper, more than anything else, that makes so many of 
them Dallasites whether they live in the city or not. 


The Dallas market area contains more people, more wealth and more business for 
you than any other market in ‘Texas—-and more per capita buying-power than any 
but a scant half dozen other markets in America, 


No advertiser can do a proper job of covering this market without using the col- 
umns of The Dallas News. 


THE DALLAS MORNING NEWS 
“Texas’ Major Market Newspaper”’ 


Affliates: THE SEMI-WEEKLY FARM NEWS John B. Woodward, Inc. 


THE TEXAS ALMANAC AND STATE INDUSTRIAL GUIDE | 
RADIO STATION WFAA (50,000 Watts) Representatives 
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